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The home of our second largest local association in the Pacific Northwest, 
Portland, Oregon, is also the home of the first credit women’s breakfast club, 
founded nearly seven years ago. 

John N. Keeler, Secretary-Treasurer of the Portland Retail Credit Asso- 
ciation (and manager of the Portland Credit Bureau), is termed the “father” 
of the credit women’s breakfast club movement. 
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Notice the snow-clad peak of majestic Mt. Hood in the background. 
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NOW that we've 
reminded you, 
won't you send 
us a check— 
please? 


Thank You! 

















Pac! Wh 




















National 
Collection 
Stickers 


1. “Standard” 


Five in the series, exact size as 
shown (upper half of this page), 
printed in two tones of blue on 
gummed white paper. 

Prices, 1,000 of any one sticker, 
$2.00; 1,000 assorted, $2.50; 500 as- 
sorted, $1.50. 











Just to 
| Remind You-- | 


that this account (0) 
has probably been 
overlooked and | 
we'll appreciate 

your remittance. | 


oO 


Thank You! 
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Hour Remittance- 


for this past due 
account will be 
appreciated. 
We'll be watch- 
ing for it! 


Many Thanks! 
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“Good Credit— 


is worth more than all the 
gold mines in the world,”’ 
said Webster. 


Prompt Payment Builds 
Good Credit—‘W orth 
More Than Gold” 


TREAT YOUR CREDIT 


© 1934 
A 


SaCRED TRUST 
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A Friendly 


Reminder! 
As this account is overdue, 
your remittance will be 
greatly appreciated. 
Prompt Payment Builds 
Good Credit—‘Worth 
More Than Gold” 


© 1934 
i teaienall 


N.R.C.A. 
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2. “Gold” 


An outstanding series—rich and 
dignified looking: Printed in royal 
blue, on special gold paper. Five 
in series (shown on lower half of 
this page). Actual size, 134” x 2”. 
(Dotted lines are not part of stick- 
ers but are only “size indicators.’’) 


PRICE, $3.00 PER THOUSAND 


Order Either Series from Your 
Credit Bureau or—National Retail 
Credit Association, 1218 Olive St., 
St. Louis. 


PRE RRETEE coo ARIES 
COOH SH HOSES OOO OOS 


Now—Please? 
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We know how easy it is to ; 
forget. Won’t you send it ' 
now—please—while you have , 
it in mind? i 
Prompt Payments Build : 
Good Credit—‘Worth , 
More Than Gold” ' 
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Keep Your Credit 
As “Good As Gold”! 


Prompt payment of accounts, 
according to terms, will build 
a priceless credit record— 


“Worth More Than Gold” 


FREAT YOUR CREDIT 


\ SACRED TRUST 
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Past Due! 


Prompt payment of this ac- 
count is necessary to protect 
your credit record, 


Safeguard Your Credit— 
It’s “Worth More Than 
Gold”! 
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Announcing -- 


A New 
“Pay Promptly” 
Advertising 
Campaign 


The National Office is now preparing an 
entirely new series of “Pay Promptly” adver- 
tisements for the use of its local associations. 
There will be six ads in this new series, which 
will be followed by another series of six, in 
a few months, if orders justify it. 

This series can be used by itself, or in con- 
junction with the “Standard Series,” mats of 
which are available for immediate shipment. 
If your community has not used the “Stand- 
ard Series,” we suggest that you order it first 
and then “follow through” with the new 
series. 

The new series will not be completed for 
about thirty days but—if you are interested 
—put in your order now and advance proofs 
will be sent you the moment they are ready. 


The “Standard” Series 


The “Standard Series” consists of twelve 
ads in three sizes—8” x 12”, 6” x 9”, and 
4” x 6”. It covers every important credit 
subject: One is on the credit bureau’s part 
in the credit picture, another “sells” the ease 
of saying “Charge It.” Still another insists 
on prompt payment of installment accounts, 
and soon. There is even one ad explaining 
the need of paying the physician, the dentist, 
and the hospital—just as promptly as other 
bills are paid! 

It is a complete campaign, which will help 
every member of your local association—and 
the credit bureau, too. 


Write—on your letterhead—for 
descriptive portfolio 


National Retail Credit Association 
1218 Olive Street St. Louis, Mo. 











EDITORIAL COMMENT 


By E. K. BARNES 


President, National Retail Credit Association 


We “Take Stock”--Of Ourselves! 


ITH a period of about five months ahead 

until our Silver Anniversary Convention 

assembles in Spokane, I think it is only 
reasonable that the members of our organization 
be advised as to the present financial standing of 
the Association, compared with a study of the 
budget which was constructed at the close of the 
Convention at Omaha last June. 

The Finance Committee, composed of Mr. J. 
G. Ost (Chairman) of Cleveland, Mr. H. J. 
Burris, Kansas City, and Mr. Benj. F. Collins of 
Minneapolis, met in the offices of the N.R.C.A. 
in St. Louis Sunday, January 17. Also present 
were National Director E. F. Horner of St. 
Louis; Manager-Treasurer Crowder; Secretary 
Hert; and your president. 

After studying thoroughly the operation of the 
Association for the past seven months (and look- 
ing toward the next five months) it is a pleasure 
to report to our members that the budget has 
been strictly adhered to, with expenditures held 
to the minimum and the income somewhat better 
than was expected—all current accounts being paid 
to date, and no liabilities in prospect. 

The furniture (and equipment) in the office has 
been replaced wherever it has been necessary and 
the general set-up is modern—something we can 
be proud of. 

Within the next five months our income will 
be such that we will finish our fiscal year with a 
sufficient cash balance to begin our next year’s 
operation without any fears of financial handicaps. 

In regard to our membership, we are gradually 
forging ahead and, based on a conservative esti- 
mate, we will have made a gain of 1,200 to 1,500 
new members by the close of our year. As I have 
stated in previous articles, my ambition is that this 
Association shall have a membership of at least 
one hundred thousand. I am still convinced that 
is possible within the next few years. 

However, this goal will only be reached 
through the striving and cooperating of both the 
membership as a whole and our bureaus. There 
is an exceedingly close contact between credit 
granters and credit bureaus and without the co- 
operation of the two units of our organization our 
progress will be very much handicapped and re- 
tarded. 

Unfortunately, we have been unable to build 
our organization as rapidly as it should have been 
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built, because we have been unable to spread 
(rapidly) the gospel of the need and the value of 
our Association. Merchants of all types and size 
need the very thing which we are promoting. 

We can continue to tell our members of our 
virtues and of the services we render, but wnless 
they carry on, our message will not reach those 
who really need the services and the nation-wide 
protection of our organization. 

So, in the final analysis, we must depend on our 
members—the individual members and the credit 
bureaus, who are out on the “firing line” of credit 
—to spread the gospel of credit organization. 

They are the media through which we must 
reach the ultimate member—the foundation 
stones upon which we can build a greater National 
organization. I can say that a good job has been 
done and results have been accomplished. 

We can accomplish still greater things—and 
speed them to quicker fruition—if all will coop- 
erate whole-heartedly in the task! 

Just a word about the Convention which is to 
be held in Spokane, June 15-18. It is the desire 
of the Spokane Association to let it be known that 
although the Convention will be held in Spokane 
—the city of the birth of the National Retail 
Credit Association—this “Silver Jubilee” is, in 
fact, a Northwest party. 

Not only do we want you in Spokane but we 
also want you to come to the Northwest—and 
California—to see our beautiful country, which 
we think is the playground of the United States: 
beautiful streams and lakes; mountains; marvel- 
ous golf courses; wonderful cities—such as Se- 
attle, Tacoma, Victoria, Vancouver and Portland. 

The official railroad is the Burlington-Northern 
Pacific, which gives you an opportunity to see 
Yellowstone Park. Your return trip can be ar- 
ranged to go home via California, which will en- 
able you to see more beautiful mountains and swim 
in the Pacific Ocean at the unexcelled beaches in 
California. While you are in Spokane, we want 
you to see the Coulee Dam, the world’s greatest 
engineering feat that man has ever started, greater 
than the Panama Canal—greater than the pyra- 
mids of Egypt. 

Let us show you our Northwest! 

We of the Northwest invite you all to be with 
us. We will meet you in the Northwest—at 
Spokane, and the Coulee Dam! 


The CREDIT WORLD 
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Nation-Wide Study of Retail Credit 
Conditions in 1936 Under Way 


T ABOUT the time this issue of The Crepitr 
Wor -p reaches its readers, leading credit-grant- 
ing retailers throughout the country will have 

received a form from the Bureau of Foreign and Do- 
mestic Commerce of the United States Department of 
Commerce, requesting information on retail credit con- 
ditions for the full years of 1936 and 1935. 

This marks the beginning of the 1936 retail credit 
study, the eleventh in a series of semiannual and annual 
studies started in 1930 by the Bureau of Foreign and 
Domestic Commerce, at the request of and with the active 
cooperation of the National Retail Credit Association. 

The schedule for the present survey received the gen- 
eral approval of approximately fifty individuals engaged 
in various phases of retail credit activity. While some 
suggestions were made to enlarge the scope of the study 
by requesting additional credit data, the general feeling 
was that the schedule be made as simple as possible to 
complete. The schedule in its present form, therefore, 
calls for data only highly significant in character and 
those which are readily available from the books of mer- 
chants. 

As in the 1935 study, 88 cities will be represented and 
the following 14 kinds of retail trade covered: automo- 
bile, automobile tire and accessory; coal, fuel oil and 
wood; department stores; furniture; grocery; hardware; 
heating and plumbing; household appliances; jewelry; 
lumber and building material ; men’s clothing; shoes; and 
women’s specialty stores. The importance of these 14 
trades is evidenced by the fact that they account for over 
two thirds of the total volume of credit sales in the 
country. 

The three subjects covered in the study are: propor- 
tions of total dollar sales on a cash, regular charge, and 
installment basis; net losses from bad debts on open and 
on deferred accounts receivable; and amounts of accounts 
receivable outstanding on the first of each month of 1936 
and 1935 and amounts collected during each of those 
months. While dollar figures are requested on these sub- 


Form for use in supplying 
data for the U.S. Retail 
Credit Survey 

7 
Under Auspices of U. S. 
Department of 


Commerce 
. 


Fill in and mail to 
Research Division, Na- 
. . . ! 

tional Retail Credit Asso- | 
ciation, St. Louis, Mo. 

1 
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Name of concern.......... 
ris ins aN wa le pay rae oS ee nee tad 


ee er Pe ne re a eT 


1. Net sales on cash, open credit, and/or installment credit sales 


2. Net losses from bad debts on open credit sales 


installment credit 


Title or name of person who will furnish information 


jects, the published results will deal in percentages only 
and be shown principally by trades. In this way it will be 
impossible to identify the activity of any one firm. 

Proportions of business transacted on regular charge 
and installment accounts provide very helpful aids in con- 
trolling credit volume. The 1935 survey revealed that 
installment sales increased 19 per cent over 1934 com- 
pared with a 9 per cent increase in regular charge sales 
and a 3 per cent increase in cash sales. 

Expansion of installment sales at such a rate may or 
may not be justified. Charting the movement of such 
sales correlated with bad debt losses and collection ex- 
perience should accomplish much toward keeping this 
selling within safe limits. 


Bad debt loss ratios and collection percentages for each 
trade and section of the country are indispensable tools 
for the proper administration of credit. The credit ex- 
ecutive, by comparing his experience with the average, can 
immediately detect whether a dangerous condition exists 
or that the results being obtained are satisfactory. Where 
his experience is below the average he can take active 
steps to achieve what others are doing in his own trade 
and locality. 


It is only through research that merchants and credit 
executives can analyze credit situations and problems with 
a greater degree of efficiency. Inasmuch as business suc- 
cess is a matter of judgment, it is vital that dependable 
factual guides replace guesswork. Better management of 
the various phases of business, particularly one as impor- 
tant as credit, will eliminate or reduce certain wastes 
which now characterize our distributive mechanism. 

All of the data collected in the present study will be 
shown separately for each trade, classified according to 
size of business and region of the country. In order to 
make it of the widest possible use to the credit executive, 
the maximum and minimum efficiency in each phase of 
credit activity will be shown along with the average. A 

(Continued on page 27.) 


| Will you submit information for the full years of 1936 and 1935 on the following subjects: 


aS eee on installment sales... . 


3. (a) Accounts receivable outstanding on the first of each month on open credit.. 
(b) Amounts collected during each month on open credit accounts receivable.... 


installment accounts receivable......... 








How Twenty Cities Handle 
The Problem of Installment Terms 


HE increasing tendency on the part of retail mer- 

chants to handle installment sales on a small down 

payment (or no down payment at all), long terms, 
and no carrying charge—and the acceptance of the sale 
without a careful investigation—has brought about con- 
siderable comment in the pages of The Crepir Worip 
during the past two years. 


Most retail credit executives agree that the correct 
way to handle installment credit is to require a reason- 
able down payment—a sufficient carrying charge—terms 
not extending beyond the depreciation value of the mer- 
chandise—and a credit bureau report on every applica- 
tion for credit. 


The table on the next page—the result of a study of 
installment terms in twenty cities throughout the United 
States—substantiates the above statement. High lights of 
the table are: 


1. A carrying charge of at least one-half of 1 per cent 
per month on all installment sales is required in all the 
principal stores in over 50 per cent of the cities. 

2. Maximum terms vary with the type of merchandise 
and in any case do not extend beyond the depreciation 
value. 

3. The down payment varies with the value of the 
merchandise and in most cases it is 10 per cent. In some 
cities the stores will not accept less than $5.00 as a down 
payment. 

4. Carrying charges are usually rebated if the account 
has been paid in full within 90 days. 

5. The majority of the stores do not sell soft merchan- 
dise on deferred payments; however, a carrying charge 
is usually added on wearing apparel purchased on in- 
stallments. 

6. Down payment on soft merchandise varies from 10 
to 20 per cent and maximum time from 4 to 18 months. 


The above would indicate, then, that even though 
there are still many merchants who sell credit terms in- 
stead of confining competition to merchandise and service, 
there are at least twenty cities (if not more) that main- 
tain uniform terms and do everything in their power to 
see that they are complied with. The result of such a 
uniform policy on installment accounts is reflected in in- 
creased collections and credit sales in these twenty cities. 


It will be noted, in the collections and credit sales 
trends published on pages 10 and 11 of each issue of The 
Crepit Wor Lp (and the actual collection percentages on 
pages 16 and 17), that the figures of many of these cities, 
as reported to the Research Division, rank high in the 
nation-wide compilation. This is conclusive evidence that 
a uniform policy in connection with installment selling is 
sound and practical. 

This being the case, it follows that a uniform policy 
for monthly accounts should produce the same results! 

This Association has, during the past several years, 
recommended the adding of a carrying charge on past- 
due accounts as a uniform policy for all its members 
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throughout the country. At first, many credit granters 
felt that this policy was unwise—that many customers 
would be inclined to take longer time to pay their bills in 
full “because they were paying for the accommodation.” 

We now find* that no unsatisfactory results were re- 
ported by those cities that have adopted this plan. On the 
contrary, a favorable reaction on the part of charge as 
well as cash customers (and a decided increase in collec- 
tions) was noted. This is conclusive evidence that now 
is the time for all retailers to cooperate in establishing 
such a policy. 

The plan will, in time, also result in increased sales— 
eliminating to a large extent the slow-paying customer 
who is in position to pay promptly. It will reduce credit 
losses and place the burden of carrying past-due accounts 
on the customer who does not pay in accordance with 
prevailing credit terms. 

Resolutions were adopted at the Rochester Convention 
in 1935 and the Omaha Convention in 1936, recom- 
mending the adoption of a carrying charge of one-half of 
1 per cent on all charge accounts not paid in 60 days 
from the first of the month following purchase—such 
carrying charge to be computed on the end-of-the-month 
balance. These resolutions were unanimously adopted, 
indicating that the members present at each of these con- 
ventions favored this plan. 

Since the Rochester Convention, many articles pertain- 
ing to these subjects, written by leading retail credit ex- 
ecutives, have appeared in The Crepir Worip. The 
underlying purpose of all the material published to date 
on these subjects has been, more or less, to determine 
what is a sound retail credit policy. 

From these data and information we find that such a 
policy stipulates: 


1. A reasonable down payment should be required on 
all merchandise purchased on installments. 

2. The carrying charge on installment sales should be 
large enough to meet the cost of handling so that none of 
the extra cost is passed on to the “monthly charge”’ cus- 
tomer. (To date, one-half of 1 per cent per month on 
the outstanding balance has been found to be sufficient.) 

3. A carrying charge of one-half of 1 per cent per 
month to be placed on all monthly accounts not paid 
within 60 days from due date (first of month following 
purchase), such carrying charge to be computed on the 
end-of-the-month balance. 

4. Terms should not extend beyond the depreciation 
value of the merchandise. 

5. Credit customers should not be allowed to obligate 
themselves beyond their capacity to pay. In other words, 
assuming that a person is able to maintain a steady in- 
come and encounters no unforeseen financial emergencies, 
he should be able to liquidate his obligations according 
to agreement. 

6. A credit bureau report should be secured on all ap- 
plications for credit. 


*Community Credit Policies—Study No. 18, Research Divi- 
sion, National Retail Credit Association. 


The CREDIT WORLD 
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A COMPARISON OF INSTALLMENT TERMS IN 20 CITIES 


cI CARRYING “ CARRYING CHARGE CARRYING CHARGE DOWN PAYMENT AND 
= — = A... REBATED IF PAID ON SOPT MAXIMUM TIE 
WITHIN MERCHANDISE 
Baltimore # of 1% per mo. 3 yre.confined to oil $5 up to 10% 90 days Yes, but not LO® and 10 
(All principal burners, refrigerators encouraged months 
stores) and ranges 
Birmingh 4 of 1% per mo 30 months- varies with Varies as to mdse , 70 days Soft mdse.sold on 108 and 1 
Tall principa: merchandise & time desired weekly basis not weeks 
stores) to exceed 12 weeks 
without C.C. 
Boston 4 of 1% per mo. 24 mos.on furniture None on F.H.A plans 30-60-90 days Same as on hard. Game, 5 m03s. 
(All principal 36 mos.on oil burnere 10% on other mdee. except furs & 
stores) & refrs. coats. 
Chicago @ of 1% per mo. 12 weeks-Women'eé cloth 10% or more 90 days Coupon book plan Minimum D.P 
minimum chg.50¢ coats. Denominations of $5. Monthly 
(One store) up to ? mos. Of 20 weeks-Men's clothing $25. 85. down - payments $5. 
4 to mos. 3% 6 monthe fur coats 35 per mo. No Carrying Chg 
7 to 12 mos % 10 mos. fur coats (Aug 


Carrying Cherge if 50¢. 
13 to 18 mos. 9% ust sale) paid in 30 days 


19 to 24 mos.12% Up to 24 mos.-Household Clothing 4 of 1% 
25 to 30 mos.15% geods. 


per mo. 
- 31 to 36 mos.18% 36 mos.-Electric appli- 
Fur coats lf%per ao. ancee 
Cinchonats $s of 1% per mo. 30 mos. on hard odee. None On refrigerators 30 days Same a6 on Hard. 10% down and 
(all stores) - other elec.app.10% 10 moe. to pay. 
cleveland 5% on all jteme Stores maintain stand- Established schedule 70 days No soft goode sold 
(All principal except planos- @ ardized schedule- see maintained on deferred pay 
stores) of 1% per mo. Page 14 ments. 
Denver 6 of 1% per mo. 24 months None 90 day enn nn nne Cloth & Fur 
(One store) coats LO¥ down 
mex.time ¢ 10 € 
Detroit & of if ver mo. Sporting goods 6 mos 20% 70 daye Do not sell eoft caceccce 
House Furn.under $250 0% merchandise 
(One store) 12 mos.- over $250 
18 mos. 20% 
Elec.refrigeratorse 
under $150 - 24 mos $5 
Elec.refrigerators 
over $150 - 24 mos. 10% 
Heating equipment 16 mos. 10% 
Elec. appliances 16 mos. 10% 
Kansas City ¢ of 1% per mo. One year LO% 3 months Do not sell 
C.C.etarted this soft merchandise --------- 
all princi year. Def.Payments 
‘ =— on furs & coate 
only- handled thru 
banks only 
Los Angeles 4 of 1% per mo. 12 to 16 mos 25 to 331/3 90 daye Same L.ofC. iesued 
24-30 mos sewing aach rio down payment @15-100. D.P 
(One store) ines & pianos less than $5. 20%. §§miniaum 
Minneapolis Yes - varies Furn.,carpete,drapes-14mo.Kefrigerators none 90 days Fur coate only 208down 
tebk aaiesaens Refrigerators-24 mos Furs 20% Other house- 3 mos 
yon Fur coats - 9 mos. hold adee.10% 
New York City & of 1% per mo. 12 mos -Furs 10 mos No 10% of purchase price 90 daye jg -=-=--- -- --- 
(One etere) monthly pat. less than 5 
New Orleans 4 of 1% per mo. Household mdse € mos.Elec.nousehold adse.10% or 30 days 5% on net 20% cash,bal. 
refrs.,Wash mach.,} years 20%. Refre.& Wash balance in 3 equal go- 
(a pas machines none nthly vmte.Min- 
imum handled »92C 
St. Loui $ of 1% pew md. Furn.&Gen.household goods Furn.& household 10% 60 days men'eClo.& Wom Men's Clo.no D.P. 
18 mos. Refrse. & stoves Refrs.& Stoves none Fur & Cloth coate Wom.coats & Furs 
(all principal 36 mos. only-C.C.# of 1% 1l0f%down- 6 mos 
stores) to pay. 
Saint Peul ap to 9Odays-O% 18 monthe 10% 90 daye Yes 25% &.90 days- 
tein aaene’ 6 mos. 2% limit 6 mos.ex- 
7 mos. 3% cept on fur coate ‘ 
12 mos. 4% must be paid 
15 mos. 5% 


before clore 








18 mos. 6% of season 
San Francisc 6% on bal.after Hard mdse under 35500 Advertise none- 90 daye Yee.Coupon Book D.P. none 
deducting D.P. 2yrs.-over ~500 special attempt secure D.P. recently inetell.6 mos. max 
(One store) terme to reduce mo.pmts. ed. time. 
Uileaukes 65% on unpaid bel Depends on purch price of 10% 90 days Men's Clo.90 days den'sClo.25% 
article-iin.monthly pat No C.C. Ladies D.P.-3} gos to 
(all principal $5. Try not exceed 15 mos Coats exceeding pay.lin.sale 
stores) yn furn. 3 mos.6% C.C. 320 “ee. 
Worcester 5% yearly 12 mos on ordinary adeée. 20% 90 days 90 days. No C.C. 58% flat rate 
(One store) 16 mos. on refrigerators except fur coats 
on 10-pay plan 
$ of 1% per mo. Furn. ,household mdse. 12 10 to 20% 30 days C.C. game as on 20% and 4 + 
(All principal mos. Large purchases 16 herd adse. 6 wos.for 
stores) mos. Refrs. 12 to 30 mos. payment 
Washington, D.C. DEFERRED PAYMENT Plan “Camount of purchase 2100.00) 
(gun store) Plan No. of payments Monthly Payments Total Cost 
_ 4 gonthe 5 @e0. 30 $101.50 
6 months 7 14.61 162.27 
12 gonthe 13 6.04 104.52 
14 monthe 19 5.62 106.7% 
ABBREV1ATIONS 
D. P. - Down Payment C. Cs - Carrying Charge ks of ©, - letter of Credit Ref. - Refrigerators App. - Appliances 
RESEARCH DIVISION NRCA AKH 
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HIS is a very important question for each of us 

who is engaged: in any way with selling on credit. 

There are many avenues of approach. However, I 
shall cover several factors of which it is rather important 
to have a definite knowledge. 


Bad Debts 

The first factor, ie wage how efficiently a credit busi- 
ness is operated, is “the percentage of bad debts to Credit 
Sales.” This is so pe known that I shall say only that 
the figure varies considerably for each type of business 
and then with sales volume. However, a generally agreed 
standard is one-half to three-fourths of 1 per cent on 
open credit and 34 to 11% per cent on installment credit. 

It is quite important that, in addition to keeping your 
total bad debts to credit sales, you record an analysis for 
each type of credit you are extending. In this way you 
can consider and regulate your different applications in 
accordance with your losses. 

As an example, should your contract percentage de- 
crease below the figure you consider a satisfactory aver- 
age you can check carefully the applications you are re- 
fusing, for this type of credit, and will probably be able to 
take on some of the most likely looking ones. This same 
method can be used for each type of credit issued. 

However, great care must be used and in no case is it 
recommended that an account be taken on where you 
have reason to feel a loss will be suffered. I have prin- 
cipally in mind the type of application which looks fair 
but with insufficient credit experience or length of em- 
ployment to have produced a satisfactory record. 


Collection Percentage 

The next factor is the collection percentage, or how 
much of your accounts receivable is collected each month. 
This is a valuable guide to credit efficiency and should be 
considered each month. Again the figure varies for dif- 
ferent types of business and for different volumes. 

However, this variation is within a much smaller range 
than for bad debts. For open credit 50 per cent is a 
generally satisfactory figure. For installment credit this 
percentage will vary with the terms you extend. Still, 
15 to 20 per cent may be taken as a guide for 4 satis- 
factory average. This is based on a 10 to 20 per cent 
down payment with terms of from 8 to 12 months. 


Aging of Accounts 

The age of your accounts receivable is another impor- 
tant index of their value. Accounts Receivable can be 
aged monthly, quarterly, half-yearly or yearly, and the 
work entailed will be amply repaid by the value of the 
information secured, especially if results are compared by 
periods, over a series of years. 

By comparing your allowance for bad debts with the 


* What Do You Know-- 
About Your Credit Business? 


By O. M. PRENTICE 


Credit Manager, David Spencer, Ltd., Victoria, B. C. 


age of your accounts which are overdue—say 4, 6 and 8 
months— you will have a most valuable check on the suffi- 
ciency (or otherwise) of the amount you have reserved. 

One point I would like to stress at this time is that just 
because an account is written off as bad, or reserved for 
as bad, is no reason for giving up your collection effort. 
When sufficient allowances are made for bad debts it 
will often be found that a considerable recovery will con- 
tinually be made from such accounts. 

Of course there are certain accounts that you can be 
very nearly sure are wholly worthless. However, it is 
just as well to give them over to the bureau to see what 
they can do, and in some instances the results will be 
surprising. 

There are several methods used in determining bad 
debts. One is to analyze each account separately at regu- 
lar intervals and so determine its value. This is probably 
the best way, if the valuation is made impartially. How- 
ever, there may be a tendency to feel that accounts are 
good and collectible when such is not the case. 

Another method is to say any account or part of an ac- 
count which is over a certain number of months overdue 
is of no asset value. Six months is often the period taken 
for open credit accounts and for installment accounts, 
any account which has missed three or four payments. 


Sales 

Every merchant follows his sales as an important in- 
dication of progress. An analysis of importance is the 
amount of credit sales compared with cash sales, for each 
month, and also the total of each for the year to date. 

It is of great value to keep a cumulative percentage of 
increase (or decrease) of cash sales and of credit sales. 
In this way you will be informed at all times of the 
progress you are making in your credit business. 


Number of Accounts 
The number of accounts you have on your books, di- 
vided into open credit, contracts, etc., should be recorded 
for each period of either month, quarter, half-year or 
year. The comparison of these figures over a series of 
years will be a good indication of your organization’s 
ability to hold old customers and attract new ones. 


Number of Postings 

A great many stores find it very valuable to know the 
number of postings made each month. These should be 
recorded by type of account such as open credit regular, 
open credit special, installment, etc. When compared 
month by month (and by longer periods) you can readily 
see if your customers are increasing or decreasing the 
number of their purchases—compared with your dollar 
volume, they will show how the unit value of your sales 
is increasing or decreasing. 
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Number of New Accounts 
Another very valuable record is the number of new 
accounts you place on your books, recorded by any con- 
venient period and by the different types of credit you 
extend. A comparison by periods will indicate how your 
business as a whole is attracting new customers. 


Applications Refused 

A companion record is the number of applications for 
credit refused and the reasons for such refusal. This 
should be analyzed by the same account types as the record 
of new accounts. 

This record is very valuable, especially in large stores 
where, at times, there may be some tendency on the part 
of the sales managers to feel their sales are not as large as 
might be “because of the credit department’s enforcing 
too stringent a credit policy.” 

The credit manager, with this record, has irrefutable 
facts to back up each decision made by his department. 

The number of applications refused, compared with 
new accounts opened, by type of credit extended, will 
also yield valuable information as to the kind of credit 
customers your advertising and other store policies are 
attracting. 

Retaining Old Customers 

Every merchant is vitally interested in how many of 
his present customers stop doing business with him and 
the reasons why they no longer use their accounts. 

It is of great value to have statistics showing how 


many of your customers fail to use their accounts for any 
period, also the steps which are used to solicit the re- 
establishing of their business. Then a careful record 
should be kept of the results obtained so the methods used 
can be varied with the success or failure shown. 

The whole paper would be required to cover this one 
subject adequately. However, be sure to consider and 
compare frequently the following: 

1. New accounts opened. 

2. Present customers’ accounts no longer used. 

3. Present customers’ accounts reestablished through 

follow-up after nonuse. 


Over a period of time these figures will suggest what 
is required and the action necessary to maintain your 
credit volume. I would also strongly urge the use of 
graphs, in addition to figure statistics, to cover especially 
the following: 

Bad Debt Percentages 

Collection Percentages 

Credit and Cash Sales—monthly totals 

Cash and Credit Sales—percentage increase or 
decrease (cumulative to date). 


Some businesses may find it necessary to keep more in- 
dices than those mentioned; others will feel a smaller 
number are required to supply the facts they require. 

Thus will the management be enabled to formulate 
policies, which being based on facts, should meet the re- 
quirements necessary to success. 
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- Schedule of District Conferences 


ITH practically all district conferences definitely 
arranged, it is now possible to give the readers 
of The Crepir Wor -p a fairly definite schedule 

of these meetings in the various parts of the country. 
Five district conferences will be held this month. 


These, which were announced in detail in the December 
and January issues of The Crepir Wor Lp, follow: 


February Conferences 
Districts Two AND TweELve—Joint Conference at 
Hotel Mayflower, Washington, D. C., February 8 and 
9, in conjunction with the Columbia Regional Confer- 
ence of Bureau Managers. 


. * * 


Districts THREE AND Four—Joint Conference at 
the Biltmore Hotel, Atlanta, Ga., February 21, 22, and 
23. 

- * * 

District Five—Hotel Statler, Detroit, Mich., Febru- 

ary 15 and 16. 


- * . 
District S1x—Blackhawk Hotel, Davenport, Iowa, 
February 14, 15, and 16. 


* *’ * 


District SEVEN—Biltmore Hotel, Oklahoma City, 
Okla., February 22 and 23. 


* * 


Other Conferences 
Conference arrangements in other districts, in so far 
as they have been arranged, follow in numerical order: 
District ONE (Connecticut, Maine, Massachusetts, 
New Hampshire, Rhode Island, Vermont, and Quebec )— 
So far dates and meeting place have not been announced. 


* « * 


District E1icHt ( T7exas)—Houston, Texas, May 10, 
11 and 12. 

The heads of the various Texas associations met in 
Houston, January 24, and definitely set the above dates. 
At the same time, elaborate plans were made for the en- 
tertainment features as well as the business meetings. An 
attendance trophy has also been announced, for the city 
having the largest number of delegates present (based on 


distance). 
* * * 


District NINE (Colorado, New Mexico, Utah, and 
W yoming)—Salt Lake City, Utah. Dates and other de- 
tails to be announced later. 


* « + 


District Ten (Jdaho, Montana, Oregon, Washing- 
ton, Alaska, Alberta, British Columbia, and Saskatche- 
wan). In deference to our Silver Anniversary Conven- 
tion, this district has deferred its annual conference and 
will meet concurrently with the National Convention in 
Spokane, June 15 to 18. Since the Northwest terms this 
a “Northwest Convention,” and this district represents 
four states, the territory of Alaska, and three Canadian 
provinces, this will truly be an international gathering! 
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District ELEVEN (California, Arizona, Nevada, and 
Hawaii). This district, too, has foregone its Spring Con- 
ference in favor of a joint meeting with the National 
Convention at Spokane in June. Thus the Silver An- 
niversary Convention is assured of a splendid representa- 
tion from the entire West Coast, as well as from the 
Pacific Northwest. 

* * * 

District THIRTEEN (Illinois, Indiana, and Wiscon- 
sin)—Schroeder Hotel, Milwaukee, Wis., April 12 and 
13. Full details to be announced in the March issue. 

on! ral 

Silver Anniversary—National Retail Credit Associa- 
tion—Spokane, Wash., June 15-18, 1937. Plan now to 
attend. 





Many Local Associations Use the 
New “Gold” Membership Sign 


Over 61 local associations have standardized on this 
new National Membership Sign. Printed in deep pur- 
ple, on heavy-weight gold cardboard, it makes an attrac- 
tive, attention-getting emblem—worthy of a place in any 
credit office. Actual size, 6 inches wide by 7 inches 
deep—punched for hanging. 

Prices (To individual members): One, 15 cents; 
two, 25 cents; five, 50 cents. Special prices to local as- 
sociations in lots of 100 or more—with the name of the 





ooo MEMBER -->- 
“TREAT YOUR CREDIT 


AS A 
SACRED TRUST 








NATIONAL RETAIL 
CrREDIT ASSOCIATION 











local association (instead of the National’s) imprinted. 
Write for prices: National Retail Credit Association, 


1218 Olive Street, St. Louis, Mo. 
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PRACTICAL EXPERIENCE IS DAILY CONVINCING 
CREDIT MANAGERS EVERYWHERE OF THE TRUTH 
OF WHAT WE HAVE BEEN SAYING FOR YEARS 


That TELAUTOGRAPH Is the Quickest, Safest, and Most 
Efficient Method of Credit Bureau Communication 


Although all of them were at least a little skeptical of its advantages 
in the beginning, any of them wil now tell you with assurance, 


the same story as we do, that the Telautograph is 


“Quickest” because it works with the speed 
of electricity and as soon as either the 
credit bureau or department store writes a 
message it is automatically reported at all 
points connected at the very moment. 
Consequently, it takes but a few minutes to 
clear references and complete reports which, 
when messenger or other service is used; 
take from four to five days to complete. 


“Safest” because it is always accurate and 
each message is recorded in indelible hand- 
writing. The clerks, cognizant of these facts, 
are, if only in self-defense, careful to give cor- 
rect and complete file information. Thus, not 


only is all chance of shifting responsibility 
eliminated, but the credit granter at the store 
receives a perfect authorization to open an 
account immediately which, naturally, in- 
creases the sales for the day. 


“Most efficient” because, in addition to the 
foregoing, repetition of names, addresses, 
amounts, etc., is never necessary and the time 
of one person is saved each time a message is 
sent; deliveries are speeded up; extra expenses 
are saved and the credit granter is relieved of 
many “headaches” by the completion of neces- 
sary credit data before the goods leave the 
store. 








191 Establishments From Coast to Coast Are Now Connected to 34 Credit Bureaus. 
The TELAUTOGRAPH Has Solved for Them and Their Credit Bureaus Credit Problems 
Which Are Similar to Your Own. Why Not Let Us Show You What We Can Do for You? 


We Have 45 Branches at Your Service! 


DEPENDABILITY ECONOMY SERVICE 


TELAUTOGRAPH CORPORATION 


FACTORY AND GENERAL OFFICES: 16 WEST SIXTY-FIRST STREET, NEW YORK, N. Y. 
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December Trends--A Fast-Reading Review 


.-- Lhe barometer of retail business--a nation-wide cross section of facts and opinions on retail collections 
and credit sales for December, 1936, as compared with December, 1935, compiled by 
Research Division-- National Retail Credit Association... 


oa "\HE average increase in collections for December, 
1936, over December, 1935, was 7.6 per cent com- 
pared with 7.2 per cent for December, 1935, over 
December, 1934. The average increase in credit sales for 


High-Lights for December 


61 Cities reporting. 
16,914 Retail stores represented. 


COLLECTIONS 


56 Cities reported increases. 
7.6% Was the average increase for all 
cities. 
30.0% Was the greatest increase (Joplin, 
Mo). 
1 City reported no change (Sioux 
City, Ia.). 
4 Cities reported decreases. 
5.0% Was the greatest decrease (Huron, 
S. D.). 


CREDIT SALES 


60 Cities reported increases. 

17.0% Was the average increase for all 
cities. 

40.0% Was the greatest increase (Lewis- 
ton, Me., and Fort Lauderdale, 
Fla.). 

1 City reported no change (Bay City, 

Mich.). 

ey No cities reported decreases. 




















December, 1936, over December, 1935, was 17.0 per cent 
compared with 13.3 per cent for December, 1935, over 
December, 1934. Contributing factors to the increases in 
collections and credit sales during December, 1936, were: 
(1) Distribution of bonuses; (2) higher wages; (3) steady 


employment; (4) a general improvement in business condi- 
tions; and (5) higher prices for farm products. 

Collections and credit sales in Augusta, Me., increased 10.0 
per cent respectively during December, 1936, over Decem- 
ber, 1935. Improved working conditions—increased wages 
at factories and mills—as well as a general distribution of 
bonuses at Christmas time, were given as the reasons for the 
improvement in credit business. Retail stores are looking for- 
ward to the best year since the depression. . . . Increased 
wages resulted in an increase of 5.0 per cent for collections 
in Lewiston, Me. Bonuses of $5 to $25 each were given to 
employees of practically all firms and, as a result, credit sales 
increased 40.0 per cent. (This “ties” Fort Lauderdale, Fla., 
for the highest percentage reported for all cities.) Fifty-five 
per cent increase in credit sales was reported by several retail 
stores. 

Collections increased 10.0 per cent and credit sales 20.0 
per cent in Manchester, N. H., as a result of improved 
working conditions in local industrial plants. Several new 
firms have been started in the old Amoskeag properties and 
over 2,000 new jobs have been created in the last two 
months. ‘Two of the largest retail stores reported that their 
year’s sales exceeded 1929, 

A general improvement of working conditions in all lines 
of business was the reason given for increases in collections 
and credit sales in the New York and Pennsylvania area. 


Fort Lauderdale, Fla., also reported an increase of 40.0 
per cent in credit sales: “With business good, jobs steady 
and the future brighter, people were not afraid to go in debt 
to buy the things they wanted for themselves or family. A sur- 
prisingly large number of people who have not used their 
credit for some years opened new charge accounts or bought 
something on installments. Many houses were completed and 
furnished during December, a large volume of furniture and 
furnishings being bought on credit.”. . . The improvement 
in general business conditions was also given as the reason 
for the increases in collections and credit sales in Jacksonville, 
Fla., and Jackson, Miss. 
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Higher prices for farm products, along with an improve- 
ment in working conditions, resulted in an increase of 10.0 
per cent in collections and 20.0 per cent in credit sales in 
Henderson, Ky. . . . Joplin, Mo., reported a 30.0 per cent 
increase in collections, the greatest increase for any city re- 
porting, as well as an increase of 12.5 per cent in credit 
sales attributed to higher prices being paid for ore and the 
larger number of mines operating during 1936 as compared 
with 1935. . . . Credit sales increased 20.0 per cent in 
St. Louis during December, due partly to the large number 
of bonuses given to workers of all types. 


Credit sales increased 27.0 per cent in Decatur, Ill., dur- 
ing December, due to better wages, steady employment and 
bonuses. . . . Bay City, Mich., reported an increase of 1.0 
per cent in collections, as a result of increases in wages and 
higher prices for farm products. Credit sales, however, re- 
mained unchanged during December. . . . Steady employ- 
ment and bonuses were also given as the reasons for the 
increases in collections in Grand Rapids, Mich.; Mount 
Clemens, Mich.; Toledo, Ohio; and Dayton, Ohio. The 
last three months of 1936 were Dayton’s three best con- 
secutive employment and pay roll months since 1930. 

Little progress was made in collections in Sioux City, Ia., 
during December because of last summer’s drought. Credit 
sales, however, increased 3.0 per cent. . . . More money in 
circulation as the result of better employment conditions was 
given as the reason for an increase of 15.0 per cent in credit 
sales in Duluth, Minn. . . . Collections during December 
decreased 5.0 per cent below December, 1935, in Huron, 
S. D., due to the discontinuance of the WPA which was 





the only source of farm income in that section. As a result, 
December credit sales were not as large as expected in some 
lines of business. Sales of the better class of merchandise, 
however, showed a decided increase. 

Credit sales increased 23.0 per cent in Tulsa, Ofla., one 
men’s clothing store reporting an increase of 37.8 per cent. 
. . » More people employed, increased wages and payment of 
bonuses were given as the reasons for the increases in credit 
sales and collections for all reporting cities in Texas. 

Prescott, Ariz., reported an increase in collections of 5.0 
per cent due to a general improvement in business conditions 
along with an intensive follow-up campaign by many of the 
merchants. Confidence of many merchants has been restored 
due to the beginning of a $700,000 improvement at Fort 
Whipple. . . . Cheyenne, Wyo., reported: “Holiday buying 
was spotted. Unusually warm weather made it convenient 
for many local people to drive to near-by large cities. . . .” 

Vancouver, Wash., reported an increase of 5.0 per cent in 
collections and 20.0 per cent increase in credit sales during 
December as a result of better working conditions and re- 
stored confidence. ‘The maritime strike, however, retarded 
credit sales somewhat. . . . Increased wages and steady em- 
ployment, as well as higher prices for farm products, were 
given as the reasons for the increases in collections and credit 
sales in Lewiston, Ida. An improvement in general business 
conditions resulted in increases in collections and credit sales 
for all cities reporting in California, 

General business conditions have also improved in Canada, 
Victoria, B. C., and London, Ont., both reported an increase 
of 5.0 per cent in collections, while London reported an 
increase of 10.0 per cent in credit sales. 














Comparative Reports -- By Cities-- December, 1936, vs. December, 1935 















































Increase . Increase Increase Increase 
District and City Collec- or Credit or District and City Collec- or Credit or 
tions Decrease Sales Decrease tions Decrease Sales Decrease 
1. Augusta, Me. Good +10.0 Good +10.0 7. Cedar Rapids, Ia. Fair + 3.4 Good +13.4 
Lewiston, Me. Good + 0.1 Good +40.0 Davenport, Ia. Good + 4,2 Good are 
Lynn, Mass. Good +25 Good Reg Des Moines, Ia. Good + 14 Good +... 
Worcester, Mass. Good F som Good iin Sioux City, Ia. Fair No chg Good + 3.0 
Manchester, N. H. Good +10.0 Good +20.0 Duluth, Minn. Good + 7.2 Good +15.0 
Providence, R. I. Good +3.0 Good +16.0 St. Paul, Minn. Fair +12 Good +... 
Average Good +48 Good  +23.3 Huron, S. Dak. Slow -5.0 Fair +10.0 
2. New York, N. Y. Good + 0.7 Good _ Average Fair + 1.8 Good +10.3 
i 5 ae Fair + 4, i + 8. 
+ orang ? —— 22. 2+ le 8. Tulsa, Okla. Good +19 Good 423.0 
Pittsburgh, Pa. Good +14.0 Good 422.0 Amarillo, Tex. Good +15.4 Good +23.0 
Reading, Pa. Good +10.0 Good +10.0 Austin, Tex. Good + 0.5 Good +12.0 
Uniontown, Pa. Good +11.0 Good +15.0 Borger, Tex. Good +13.0 Good +12.2 
Average Good + $.9 Good +13.5 Breckenridge, Tex. Fair Pins Good po 
Fort Worth, Tex. Good + 8.3 Good +22.5 
3. Charleston, W. Va. Good + 4.0 Good +26.0 Seusten. Tex Good #113 Good 419.8 
Huntington, W. Va. Good + 0.2 Good loa. tee Good 419.0 Good 440.5 
Average Good + 2.1 Good +26.0 ym F pee + 9.9 Good $20.4 
4. Fort Lauderdale, Fla. Good +15.0 Good +40.0 : 3 
Jacksonville, Fla. Good +12.0 Good +15.0 9. Prescott, Ariz. Fair + 5.0 Good + 7.0 
Jackson, Miss. Good +10.0 Good +20.0 Denver, Colo. Good + 0.7 Good rn 
Average Good +12.3 Good +25.0 Salt Lake City, Utah Good + 3.1 Good + 5.0 
5. Little Rock, Ark. Good +42 Good +... Casper, Wyo. Fair -44 Good +... 
Henderson, Ky. Good +10.0 Good +20.0 Cheyenne, Wyo. Fair + 5.0 Fair + 5.0 
Joplin, Mo. Good +30.0 Good +12.5 Torrington, Wyo. Good +20.0 Good +10.0 
St. Louis, Mo. Good +45 Good 420.0 Average Fair +53 Good +73 
: pene Oeed S aes oes 10. Lewiston, Ida. Good +12.5 Good +20.0 
. Decatur, Ill. 00 , 00 : Spokane, Wash. Good + 1.8 Good Pine 
Joliet, Il. Good +.. Good +... Vancouver, Wash. Good + 5.0 Good +20.0 
Bay City, Mich. Good + 1.0 Good Nochg. Average Good + 64 Good 420.0 
Detroit, Mich. Good + 3.7 Good +17.8 < Craicaans, : 
Grand Rapids, Mich. Good + 1.0 Good +20.0 11. San Francisco and 
Mount Clemens, Mich. Good +25.0 Good +28.0 Oakland, Calif. Good + 0.1 Good +14.9 
Cincinnati, Ohio Good +11.0 Good +14.0 Santa Barbara, Calif. Good + 3.0 Good + 8.0 
Cleveland, Ohio Good + 4.5 Good er Average Good + 1.4 Good +11.4 
Dayton, Ohio Good +12.6 Good +27.9 . 
Toledo, Ohio Good +15.0 Good +18.0 12. Vancouver, B. C. Fair - 24 Good F ves 
Fond du Lac, Wis. Good +20.0 Good +20.0 Victoria, B. C. Good + 5.0 Good + 5.0 
Milwaukee, Wis. Good +35 Good Wea London, Ont. Fair + 5.0 Good +10.0 
Average Good + 9,3 Good +19.2 Average Fair + 2.6 Good + 7.5 
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CREDIT DEPARTMENT LETTERS 


By DANIEL J. HANNEFIN 


T THIS time of the year, when credit and 
collection departments are bending their 
energy to collect last year’s “Suspense” and 

“<P. & L.” accounts, wouldn’t it be well to take 
time by the forelock and do something to prevent 
this annual “headache”? 


Many accounts are allowed to drift into these 
classifications—first into “Suspense,” then into 
“<P, & L.” Why not head them off—“nip them in 
the bud”—so to speak? It all goes back to early 
handling of the account (usually) and what you 
do when an account starts down the “slow” tobog- 
gan. Then is the time to put on the brakes—and 
explain your credit requirements. 

Following this thought, we direct your atten- 
tion to the John Taylor Dry Goods Company let 
ter (Figure 1) on the next page. This company, 
we are told by H. J. Burris, Manager of Monthly 
Account Sales, has strict credit requirements, and 
insists that its customers live up to them. 

You will agree, I am sure, that the letter defi- 
nitely explains these requirements, in a dignified 
and courteous way. 

However, in spite of all precautions, “P. & L.” 
accounts will happen. So, in such emergencies, it 
is well to have a few “aces up your sleeve,” in the 
way of effective letters. 

Two such letters are shown in the plate opposite 
(Figures 2 and 3). 

The first uses a very successful idea—the threat 
of reporting the account to the credit bureau. But, 
if you use it, don’t just threaten. Follow through 
and send it to the credit bureau. That will make 
vour stand more effective the next time. 

Figure 3 employs an idea that is usually very 
effective: The “general audit” appeal. It is sur- 
prising how many customers do respond to this 
appeal—and pin their checks to the letter and 
mail it back. (Another very successful variation 





A New Bankruptcy Bill Introduced 


Representative Chandler, on January 6, introduced a 
new bill on bankruptcy, known as H. R. 1981, supplant- 
ing his previous bills on the same subject. Limited num- 
ber of advance copies available. If interested, write the 
National Office. 

er 
Death of Spencer L. France 


After going to press, we were notified of the death 
of Spencer L. France, Secretary of the St. Joseph (Mo.) 
Retail Credit Bureau Company and a former president 
of the Associated Credit Bureaus of Missouri. Further 
details in the March issue. 
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of this is a printed form which purports to be an 
auditor’s notice.) 

Figure 4 is a form used by the Laclede Gas 
Light Co., St. Louis, when a customer-user moves 
outside the city and discontinues the service. We 
reproduce it here as an effective use of courtesy in 
customer contacts. 

And last, but not least, is the Fidelity Invest- 
ment Association’s letter (Figure 5), which is one 
of the finest letters of customer appreciation it has 
been my good fortune to see. Read it carefully. 
You can adapt that letter to your business—what- 
ever it is. 


If You Have a Good Letter—Send It In! 


This department is constantly searching for 
good letters—letters that have proved their worth 
by actual results. If you have such a letter, send 
it in—with a statement of how it was used and the 
results obtained. Remember, this is your depart- 
ment and you are always welcome to use it! 
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Once in a Blue Moon 


An Idea Clicks! 
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(The feather is in red) 


Copy on reverse side reads: 

“Because credit is the yardstick by which you are 
measured in your community—Paying your accounts 
promptly is an identification mark of unquestioned 

integrity.” 

Che “Feather Card” (an educational insert) proved 
its pulling power before the publishers (THe Liprary 
oF THOUGHTS) went into quantity production. Now 
credit departments everywhere keep them humping. 


The “Feather In Your Hat” card pogs collect. Costs 
$5.00 per thousand—plus postage. (Actual size— 
54% x3%.) Write for samples. 
National Retail Credit Association 
1218 Olive Street St. Louis, Mo. 
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fe are disappointed! 


@hen se opened an account with you, #e be- 
lieved that you fully intended to live up to your 
agreement. We at least thought we'd hear from 
we noticed there you if circumstances arose preventing payment 


Toda: 
y, = analyzing your account, 
© on purchases dating as far back as siaiaitiaainats 


remains a bal 

Months 

As a member of the Reteil Credit Men's 

a 2. ow bills are rendered the Association we should have reported your neglected 
payable in full by the tenth account some time ago -- but we hoped every day 

to hear from you. 


Like all other st 
first of each month, ores, 


added cost not entiei setts om, these term 

reflects on credit ratings wsloue (ime of sale; naturall 
during the period of ngs, Slows up charge service; oa 

reduction of yo linad pn cent usually results in a Pay, call us up or come in, and let‘s have 
we regret, because we want gem porclegs a> Sing 2 


S creates an 
[t's not too late to “make good” #ith us. 


For these reason fle shall wait five days before reporting 
ns 
payment, and then. we ou we shall be grateful for prompt your account to the Association. 
to use the abctent ie sora you will be better satisfied 
have your favorable cooperation?» uiremente = May we 
, Very truly yours, 
Yours very truly, LANSBORGH @ BRO. 
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ie use 
The encs Sew of our Wheeling, West Virgenca 
minated. Dull is for service used ; , creme 6 
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It is always 4 pleasure, of course, to welcome 

a new contractholder into our large and evor growing 

family, but when we find an old contractholder increas- 

ing his account, our pleasure is double, for it seems 

like reriewing old acquaintances and meeting old time 

New Or. ean friends, Bach year sees 4 growing number of old con- " 
tractholders increasing their Fidelity accounts. This 

situation is significant beceuse it proves the success 

of our contractholders in building 6 substantial finan- 
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(3) cial estate and it also indicates their determination 
to continue with the same plan that has proven so 
satisfactory. 


Dear Mr, - 
It also indicates e firm confidence in the 
character and integrity of the Association and it is 


Our books being mibject to a ra 
gene: 1 to us 
1 audit the highest comp iment that can be paid 


the latter part of this month, we 

@re goin 
to ask that you mke every effort to take 4 
care of a substantial part of your indebted- 
nese which now amounts to $---., 


Please know we appreciate this renewal of your 
confidence and that we wish for you a continuance of 
health, happiness and prosperity. 


Trusting you will not disappoint us, we are 
Very truly yours, 


Yours very truly, 


assistant Secretary. 
FIMiBAH FIDELITY INVESTMENT ASSOCIATION. 
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More About “the Most Important 
Retail Credit Problem for 1937” 


AST month we published a résumé of the re- 

& sponses to our annual question: “What Is 

the Most Important Retail Credit Prob- 

lem for 1937?” You will recall that 77.3 per cent 

of the answers placed “Credit Control” as the 

most important problem, while “Rehabilitation of 
Accounts” came second (11.4 per cent). 

Since we were unable to publish all the answers 
last month, the remainder of them are printed 
below: 

Credit Control: 

Personally, I think one of the greatest problems we 
have is the Control of Installment Buying for the reason 
that conditions seem to be just a little unsettled even 
though there is an improved unemployment situation. 

It is very easy for the person who has been maintain- 
ing himself on the installment basis to overbuy on the 
installment account as well as the open account, thereby 
causing a great many repossessions and a breakdown of 
first-of-the-month settlements on open account.—A. B. 
SmITH, Credit Manager, The Emporium, Jackson, Miss. 

7 * * * * 

The greatest problem for 1937 is this: Are we again 
going to jeopardize our credit structure by the dangerous 
procedure of too liberal credit granting—the selling of 
terms—which, in the end, benefits only the customer (if 
it benefits anyone).—T. J. MANGIN, Jr., Credit Man- 
ager, William D. Hardy & Company, Muskegon, Mich. 


* a * * * 

The most important retail credit problem for 1937 is 
to see that those unworthy of credit are prevented from 
obtaining it—those entitled to this privilege accommo- 
dated without undue delay. 

To do this, we bureau managers must see that reports 
go forward promptly to subscribers—that they are com- 
plete in all details, uniform in style and set-up—thus en- 
abling the Manager of Credit Sales to pass on credit risks 
speedily, accurately, and with the least inconvenience to 
applicants. 

If we do this credit will be granted intelligently, con- 
_ sumers will not be oversold, store owners will be saved 
from unnecessary losses, and the bureaus will enjoy in- 
creased business and profit.—AVADANA CocHRAN, Man- 
ager, Kitsap County Credit Bureau, Inc., Bremerton, 


Wash. 
* * * + * 

The most important retail credit problem for 1937, as 
we see it, is “Stabilization of Credit Terms”; that is, 
selling merchandise to consumers on a basis of terms that 
will not exceed the life of the article. 

Arrange payments so that the consumer will always 
have an equity beyond the balance due. Keep in mind 
that merchandise sold must carry a reasonable profit, and 
everyone will have a better annual statement!—C. Jen- 
SEN, Credit Manager, The Crews-Beggs D. G. Co., 
Pueblo, Colo. 
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The development of sales during the last few years has 
been greatly aided by the use of credit in the form of 
longer terms on “hard” merchandise and_ installment 
terms on “soft” merchandise. 

A rising sales index indicates that now is the time to 
give serious consideration to such a policy. The extent to 
which it should be used must be answered by credit men 
this year to the end that a useful instrument will not be- 
come a boomerang.—F. R. LARRABEE, Credit Manager, 
Ball Stores, Inc., Muncie, Ind. 

* * 7 * * 

The most important retail credit problem for 1937, in 
South Dakota, will be taking into consideration three 
major points which will affect the income of everyone: 
Social Security Tax, Sales Tax, and the increased cost of 
living. 

With such consideration, we will exercise greater care 
on credit terms and credit limits—(Mrs.) S. P. Wac- 
NER, Credit Manager, Fantle Bros., Inc., Sioux Falls, 
S. D. 

* + * * + 

I believe the ‘““Most Important Retail Credit Problem 
for 1937” to be a more comprehensive coverage in con- 
sumer credit reporting. At the present time our larger 
communities give us good service but as yet we are not 
receiving complete credit reports on individuals in the 
smaller and rural communities. 

As the great increase in the retail volume seems to be 
on the credit side, and due to the fact that a very large 
portion of the consumer business is in smaller commu- 
nities, it still remains a very difficult problem for the 
credit executive to pass on credit in that class. 

It appears that the National Retail Credit Association 
in cooperation with the National Consumer Credit Re- 
porting Corporation must develop a more complete and 
comprehensive credit reporting service to cover all sec- 
tions of the country.—B. F. Cotirns, Warner Hard- 
ware Co., Minneapolis, Minn. 

. * * * * 

It is said that the Credit Department is one of the in- 
strumentalities of the Sales Department. This being the 
case, how can the Credit Department better serve as a 
factor in the producing of future sales volume than by 
serving the purchaser efficiently? 

To do this, the credit granter must educate the public 
as to the fundamental principles of practical credit buy- 
ing. There is now in evidence an impelling urge to buy, 
and this energy should be wisely directed—EtHEet M. 
Dopp, President, Pacific Northwest Council of Credit 
Women’s Breakfast Clubs, Spokane, Wash. 

* * . * * 

Would that your question were: “How would you 
solve the most important Retail Credit Problem for 
1937?” 

Our enthusiastic credit women’s response: ‘More and 
more Credit Women’s Breakfast Clubs!” They do the 
groundwork for intelligent credit granting; imparting a 
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comprehensive insight into, and understanding of, “Char- 

acter,” “Capacity,” and “Capital”—the “Three C’s” 

foundation of our structure.—Brtty GREEN, President, 

Credit Women’s Breakfast Club of San Francisco. 
..s-o &<6 

Since Uncle Sam took over the country’s credit policy 
through the FHA, some time back, there has been a tend- 
ency to increase time for payment on retail accounts. 
Then came other propositions, as well as the HOLC, 
which extended loans further than they have ever been 
known to extend before. 

As a consequence of the above, it seems that the retail 
merchants are selling TIME now as much as merchandise. 
Merchants, the country over, are advertising TIME: 
“Easy Payment Plan,” “Budget Payment Plan,” “De- 
layed Payment Plan,” “Pay as You Ride,” “Convenient 
Payment Plan,” etc. All of these are good for the mer- 
chant if he is able to finance his business so that he can 
make these extended terms, as usually he adds enough 
carrying charges to cover the interest cost of carrying 
through such plans. 

There should be some method of organizing the amount 
of time to be given on sales such as the above by segre- 
gating the different kinds of businesses and then allotting 
a minimum and maximum time limit on the different 
kinds of business—taking into consideration the amount 
of the purchase. 

An organized plan, such as the above, would make it 
so that the average credit granter would know what his 
competitor was doing and would be fully satisfied in 
adopting such a program, due to this fact.—L. R. 
CurisTIE, Secretary-Treasurer, United Oil Corporation, 
Columbus, Ga. 


* * * * * 

From a bureau manager’s standpoint, I think the most 
important retail credit problem in 1937 will be control- 
ling limits. The propaganda put out by our government 
has caused people to become unusually “credit-minded,” 
and retailers in many lines are becoming too loose on 
credit extension. 

This creates a condition which will ultimately result 
in another “1929.” The credit man of tomorrow must 
be, as always, the governor of the business machine.— 
J. E. R. Cuitton, Jr., Manager, Merchants Retail 
Credit Association, Dallas, Texas. 

* * * +. * 


Credit Education 


The most important Retail Credit problem for 1937 is 
to create a proper realization of retail credit’s relation to 
our national economy. Good business is dependent on a 
steady flow of (1) goods and services from producer to 
consumer and (2) money from the consumer through re- 
tailer and manufacturer to the worker who is the pro- 
ducer-consumer. 

Limiting retail credit extension to the consumer’s abil- 
ity to pay current expenses out of current income will (1) 
keep the dollar channel clear and (2) eliminate produc- 
tion disturbances that are caused by the abnormal de- 
mand that accompanies retail credit inflation. 

It is my personal belief that the National’s educational 
program could well include a bit of training in economics 
for the store executives who extend credit unwisely on 
the premise that “if I don’t do it my competitor will.” 
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Many do not understand “what makes the wheel go 
round,” and “what throws a wrench in the gears” of our 
national economy. If they could be made to see the whole 
picture of our complex system of production and distribu- 
tion, and understand its limitations, an important step 
would be made toward a Community Credit Policy that 
would embrace the entire nation—E. BLAND CRESAP, 
Secretary-Treasurer, The Credit Reporting Co., Colo- 
rado Springs, Colo. 
eo 6.6 S48 

The most important retail credit problem for 1937 is 
training the credit executive to accept credit from each 
individual customer on a “safe and sane basis,” within 
sensible limits, based on that customer’s income, keeping 
definitely in mind Character, Capacity and Collateral.— 
J. D. CatHon, Credit Manager, The Hoover Company, 
North Canton, Ohio. 

* * * * - 
Reviving Inactive Accounts and Rehabilitating 
“Closed” Accounts 

In my estimation, the business-building possibility of 
additional volume to be secured through reviving inac- 
tive accounts during the coming year is the most impor- 
tant problem for the credit department. 

Certainly, those individuals who now have an increased 
earning power (and whose accounts have been dormant 
on our books for a period of time) are the most logical 
prospects for us to approach in order to increase our busi- 
ness during 1937, principally because of the previous con- 
tacts we have had with these customers. We know that 

(Continued on page 22.) 
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For fifty years Allison’s Mercantile Coupon Books have 
been used for the purpose of Controlling Credit and elimi- 
nating the work of keeping detailed records of purchases. 

A Coupon Book may be issued in any amount, such as $5, 
$10, $15, $25, $50, etc., to a customer whose credit is lim- 
ited to the amount of said book. An entry is made charging 
the account for the coupon book and the customer trades 
out his coupons the same as cash. 

There is no possibility of the customer exceeding the 
amount of the coupon book, which is the credit extended. 
And the only record keeping is one entry to the customer’s 
account. 


For instalment Sales of Soft Merchandise 


You will find the coupon book to be the means of speeding up 
store service, preventing overdrawing, decreasing errors and 
eliminating detail work. 


Write for Samples and Prices 


ALLISON COUPON COMPANY 


Factory and Executive Offices, INDIANAPOLIS, INDIANA 
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The Nation’s Collection Percentages-- 
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DEPARTMENT STORES | DEPARTMENT STORES | WOMEN’S SPECIALTY FURNITURE STORES y 
DISTRICT (Open Accounts) (Installment Accounts) STORES (Installment Accounts) 
yo 1936 1935 1936 1935 1936 1935 1936 1935 1936 
AV HI. | LO.} AV.| HL] LO.f AV. | HL | LO. ] AV.| HL | LO. fj AV. | HL | LO.] AV HL | LO.] AV.| HL | LO.] AV./ HL | Lo HL | LO. 
Boston, Mess. 46.7|68.0|42.2|44.4|63.1 (40.1 ]13.0/18.6/12.5 |13.0 [16.2 112.0 ]509 [54.2/38.0|500|/53.0\41.5) — | —| —]| —| —| —}ipalz4] 
Providence, R. 146.3/840143.0042.018020051 — | —| —}] —| —| —1 —| —| —] -—| —| —] — 00] —] —| —| aee-i - 

1 Roum, lew. 50.6|59.0/42.0|51.8|54.0/35.2) —| —| —| —| —| —] —| —| -—]—| —] — |ite}iesiio0 fio5siii.7\7.6] Bie 
Springfield, Mass. 158.5|67.8 |49.3|567 |56.3|50.2]16.9 [22.3]! 1.6|14.8/18.1 |11.6}50.0/55.7 |454|51.4 (568 |4a4) —| —| —}] —| —| -]@— 
Worcester, Mass. |46.451.0/44.3144.0146.8 |41.3124.6|25.7117.5 |20.21225|15.9]42.5|500|270|408|446\226] —| —| —] —| —| -|9- 

New York City 146.8/648 [37.9 [464 [60.9 [35.7 |18.2|21.4|I 1.2 |17.8| 20.1 |11.0 149.0 [55.0 35.6 [431 [57.7 399] —| —-| -| —| —|-T¥nol — 
Pittsburgh, Pa. 52.5|57.6|49.2|48.3| 49.9 144.6]18.7 |23.7 (13.7 117.7 |22.8|12.5151.1|57.6/41.1147.5|50.4|400] —| —| —] —| —| —|eblnoolas.3 

2 Reading, Pa. 49.4 |58.4 |49.4|50.6|51.3 |45.6) — |229| — | — 209] —] — |40.0| — | — Jago} — fi2.2|14.0|10.5}13.1 17.4| ea} Sie — 
Syracuse, N. Y. 42.6144.8|39.4 |38.8 |44.2|33.0118.4 |20.9 |12.5]15 5 |17.0|15.3 1449 1460 |32.1] — |39.7| —| —| —| —] — |nt2| -]#l- 
Utica, N. Y. 40.0|42.0/38.0135.0|38.0|33.0) — | — | —] — | —| — 1[35.0|38.0/33.0]40.0/40.3/33.0]11.5 |70.0|7.0 114.5 |560| 92/8) - 
Washington, D.C. 142.6|547 |36.7|41.3|52.5|36.4]12.6|134|119||lél2ollo04] —|—|—|—-|—|-|-|-|-|—-|—|-lh- | — 

3 Huntington, W. Va. 162.9|68.7 |57.2|58.5/63.4 (53.4) 98/99/97] —|95|-—}—|—|—-|]-—|-—|—]—|-—] —] —|90]-|#/- 
Baltimore, Md. 43.9|48.0|38.7 41.0/43.5|33.9]16.0|27.2| 67 |14.8|25.2| 5.1 140.8] 43.4/37.5]35.7/40.5/31.1) —| —| —]| —| —| -]§}-| - 

4 Birmingham, Ala. [44,9]47.2/434|40.1/440|33.9 121.9 [246/166 [243|257 |22.8/43.5/48.0/400 [44.9|s2 6[340]i20li2s[ii2fii2|i.7ios|@ — | — 
Atlanta, Ga. 37.4|40.0|34.9]35.6|37.0/34.3]13.7/16.3 |! 1.2113.0114.7/1 1.4137.) [38.4|35.9133.6135.3/31.9911.5/11.5{11.5110.9/114 (1051862) — 
Kansas City, Mo. |60.2|76.1 149.8 156.7 |75.8|45.7 [15.6 [16.6 [15.0] — |16.5| — 154.0|65.0|48.9 |46.6|600|43.3]10.5|l2.5|10.3|10.5|13.0| IM -| — 

5 St. Louis, Mo. 57.0 |67.2 |50.8 154 .3/63.8/49.0120.5|22.1/18.4120.9|25.2)17.6 145.4|55.0|35.5|40.0145.3/330] — | — | — ]i2.9116.9|90/ fle) — 
Little Rock, Ark.  |42.9|43.4/42.5140.7/41.5|39.6123.2/24 8/21.6113.7|14.6/126) —| —| —| —| —]| — ]133/16.2/ 9.8] 96111.7|\93/f\695| — 
Cleveland, 0. 52.2|53.9 145.0147.9|52.1143.1 [19.4 |33.6|11.9]16.9|30.5 |12.0 [43.0 145.6 /41.0139.9|42.9|36.2] 671/991 3.016.316.9 | 50 1Mm1u0/380 
Cincinnati, O. 53.3/56.4|46.9148.2/51:5/44.0114.9 | 16.8|13.4118.2|34.6/12.4 151.6|/54.8/44.8/495|546\419] —| —| —|] —| — | —|mpleisise6 
Columbus, O. 51.0/56.3/45.61455 147.914 1.1912.7|13.0|12.4]12.3|12.7|12.0151.3|53.3/45.4 148.0151.6 140.7 }12.4 |45.0|12.4112.7 36.0 120) §| — | — 
Toledo, O. 47.3|55.2|46.9145.8|50.9|45.0]17.3|19.8 |17.0 117.6 |19.0 115.6 161.0|64.0|50.0|44.4/44.5|44.3]13.7 |20.8/16.6 14.5 |18.3 |10.8/99(14.1 (590 

6 Youngstown, 0. — |50.5/50.9/50.1147.7|48.1|47.3]16.9|18.4 |15.3]15.6|16.6 | 14.5}45.9|54.3/354 |38.6|50.3/26.9]17.6|20.4|14.8117.1 (17.5 |166] #\7l.5| — 
Detroit, Mich. 54.3|67.6 |44.3152.5|66.9/39.4 [24.1 |31.0 16.4 123.5/32.7|18.9148.3/55.4|44.41465|50.5\418) — | —| — | —| —| —filsoleio 
Grand Rapids, Mich. 147.0/52.3/43.0141.7/42.2/41.1] — | — | —] —| — | — ]44.9|50.0|39.7144.4/52.8|36.6116.3 21.3/10.2|13.2|16.6/ 6) |f| — | — 
Milwaukee, Wis.  153.4/60.9|52.0|51.9|55.9/46.9118.5 121.7 |17.5119.4/19.7115.9] — |527| — | — |498| —| —| —| —] —| — | —|iloo|640 
Springfield, m.*  135.0/52.6/18.4133.1/46.1|167) —| —| —| —| —| — ]32.2/34.4/30.0]285|290 |26.0]21.4/36.9/12.5]20.8|26.0|13.319m1850(25.7 
Duluth, Minn. —142.0| — |405|48.6|32.2]| —| — | — Je2.le47|19.6|59.6|16.6143.014451559|33.9) —| - | —-]|—-|—-|-Ih-|— 
St. Paul, Minn. 154.7 |63.7/39.5|58.6/64.7(530} —| —| —| —| — | — ]461\52.6|39.7]375/410|320) —| —| —] —| —] -]fJ-| - 
Minneapolis, Minn. | 66.7|72.0|61.7|65.1| 70.0 |59.6 |18.9 |21.8 [12.4 |18.0/21.6|12.2|55.7 |58.9/52.5154.0/55.6 |524] — | — | — 13.8 (14.6 |13.0/8) - 

7 Davenport, Is 54.7|59.0|50.5147.7/47.8 147.6 115.3 |17.5 |12.7 113.8 /15.9|11.7 150.2/52.5148.0) — |42.0| — | — lie7| — | — |121| -|f}-| — 
Des Moines, Ia. 46.2 |48.4|35.0|390|47.0 |31.0] —| —| — | —| — | — ]45.0]51.0|42.3]46.0/48.0/413) — | —| —] —| — | -|fsui| — 
Cedar Rapids, Ia. 151.3/67.8/46.9|54.5|58.3/46.7 |29.2/31.4|27.0|237/25.7/217) —| —-| -|} —-| -| -] —-| -|-] —|—]-|f}- 
Sioux City, Ia. 149.8 54.9 /41.0]50.9|55.8 |41.0121.0/22.7|15.0116.0|26.6/15.1] — |44.5| — | — 4oo] —]| —| —| — —|-|i-|- 
Omaha, Neb. — |492| — | — |46.7| — | — |13.0| —] — |12.2| — 148.4|600/34.9]459|70.0|346) — | —| —| —| —| -|fi-| — 

g Tulsa, Okla. 60.0/68.0/52.5 59.0 |61.3/52.6}21.0 [21.1 [11.5 15.0 |22.2]12.5 |52.4/53.0|51.8/44.4/50.9|378] —| —| —] —| —| -|f/-| — 
San Antonio, Tex. _144.4/46.3|42.6144.0|47.2 |42.0]10.8 |10.9 |10.4 [12.6 |12.8 |12.4 |47.8 |48.4 [47.1 143.3/47.0 |42.2113.4 |17.7 10.5] 8.9 | 8.9 |89 |p9.2| — 
Dunes, Calo. 49.3 |53.7 |42.8]45.6|53.0 |44.7]15.7 [17.1 [12.8 [14.0|16.9 |11.11467 |49.2/44.2[45.1/456/447] —| —| —]oelliele4iy —| — 

Q Salt Lake City, Utah 161.9 |74.0 |57.0 [56.0 [67.0 |53.1 |25.9/38.8/18.9/23.1 284/198) —| —| —| —| —| —] —| —| —]—] —/-]}}-| - 
Chane, Wen. —- eel — | — eg —§— | —| — 9 —| — | — 5 — eel — i — eee) — 8 — | — | — | — | — | aes — 
Portland, Ore. 39.3 179.2 [34.6]37.4/54.3133.1 [14.2 |I 7.2 [13.7 ]15.1 117.3 11.1 [41.0/45.8 |35.6|/42.0|46.4|33.7]10.3 131.0| 6.0 |I3.2|/300) 73 t -|— 

10 Spokane, Wash. 152.5|57.5|47.4153.3/59.8 146.7 113.7 (15.5 112.0 12.4|13.6 11.3) — [52.0] — [375|500l25.1) —| —| —]| —| —| —feRegi2s3° 
Tacoma, Wash® —_ — - se —_ _ = —_ —_ _ aes = _ on — cont Pica — — _ — - —_ “ ia 
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© Figures not received at press time °Installment 2Laundry *Plumbing 7Fuel ®Carpet g Cleaning 

* Open and Installment accounts combined ‘Furriers 3Heating °Lumber 11Builders’ 


ee = Fifty Key Cities Cooperating with the Research Division --in United 
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attractive subject—for he is not only the manager 

of credits but is also the controller of the accounts 
receivable, and to a great extent feels the responsibility 
for losses occurring during the year. This applies whether 
the loss is in sales volume—because of not accepting cer- 
tain risks—or in actual credit losses—from accepting 
them and then (eventually) having to put them into the 
P. & L. Ledger. This latter circumstance, usually, is 
from conditions beyond his control; so, after all, where 
consumer credit is dispensed there can be no profit or 
loss without risks. 


’ SO THE average credit granter, this is not a very 


I am not going to attempt to try to tell you how to 
handle Suspense and P. & L. Accounts so that the best 
results may be obtained. You, no doubt, know more about 
that than I do but, if you will bear with me, I will ex- 
plain my procedure in handling them. 


When accounts become 60 days past due (90 days old) 
they are taken from the current ledger and placed in the 
Suspense Ledger. Then they are constantly and consist- 
ently worked to prevent their reaching the P. & L. stage, 
if possible. 


All accounts in the Suspense Ledger are analyzed the 
last of December, each year, and those accounts that are 
not being salvaged are placed in the P. & L. Ledger. 
When they reach this state they are either definitely gone 
or the collection of the account involves a long, tedious 
process requiring much time, patience and persistence. 


I make two divisions of this ledger so as to be able to 
concentrate more on those which, I believe, have “‘salvag- 
ing possibilities.” One division or group is composed 
mainly of those who are victims of circumstances which 
are of a temporary nature but beyond their control at 
the present time. 


We try to use tact and patience with every person 
laboring under such circumstances. We strive to help 
him, in every way possible, to work himself out of the 
situation—by extending further time and accepting small 
payments. (See letters on next page.) 


In return, we ask his cooperation during this period ; 
we ask him to spend his cash with us (instead of else- 
where) and to speak a good word for us, whenever pos- 
sible. This makes him feel that we have a real interest 
in him and in his welfare and he realizes that this coop- 
eration on his part is justified. 


In former days (prior to the depression) I tried to 
obtain a one-day promissory note on old accounts in order 
to keep down disputes and to keep the statute of limita- 
tions from rendering the accounts uncollectible legally. 
During the depression, though, I found that most debtors 
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Salvaging Suspense 


And “P. & L.” Accounts 


By J. E. ROLLINGS 
Credit Manager, Odum Clothing Co., Inc., Birmingham, Ala. 


hesitated to give a note but did not object to acknowl- 
edging the account. 


So, I used a rubber stamp (with text as shown below) 
with very good results. This, when signed, makes the 
account a stated account, good for six years in this state, 
and it also prevents the debtor from disputing the cor- 
rectness of the account if legal action is taken to collect 
it. The text follows: 


THE ABOVE ACCOUNT, $_________-_, DUE BY ME, 
IS TRUE, CORRECT AND UNPAID. THIS___________ 
RN keds denca neste wos cones once ao 

SIGNED: 


We also find that by appealing to the customer to 
furnish a list of his creditors we are able to convince him 
that he should (or should not) apply for a creditor’s loan 
with a local finance company so as to enable him to put 
all his obligations at one place (liquidating same by 
monthly payments at a small cost to him), thereby pay- 
ing off his creditors immediately on their endorsement. 

The second division, or group, consists of the indiffer- 
ent debtors or those who will beat you if they can. Such 
individuals pay only when forced to (through fear of 
court proceedings) by suit or garnishment. When such 
action is brought, a few will go into bankruptcy which 
ordinarily closes the matter. Others generally pay or 
make arrangements to pay at some future date. 

I want to tell you of the results of my experiences with 
at least two P. & L. accounts of recent date. One young 
man has owed us an account since May, 1929. From 
the time the account became delinquent until June 1, 
1936, this party had either been unemployed or had 
earned very small commissions, as a salesman for various 
firms. In July, 1931, we placed the account out for col- 
lection. After a few months it was returned as uncol- 
lectible. 


I saw the young man several times after that and 
spoke to him in a friendly way each time, letting him 
know that I felt some interest in his welfare, as well as 
reminding him of his obligation in a nice way. On one 
occasion he sent me word that the account was now 
barred by the statute of limitations and that he did not 
care to be bothered about it. 

In July, 1936, I learned, through the Merchants’ 
Credit Association, that this party was now employed on 
a regular salary job. So I wrote him a letter requesting 
his cooperation in liquidating the old account within eight 
days. 

Much to my surprise, on the morning of the eighth 
day, I received a special delivery letter enclosing a pay- 
ment and expressing appreciation for the way we had 
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handled the account. He further stated that he would 
mail a remittance on the 15th of each month until the 
entire amount had been paid. This he has done. 

The other rather unusual experience was with a cus- 
tomer who owed us a balance on a 1931 account. I was 
unable to get anywhere with him as he steadfastly claimed 
(regardless of reports through the Association to the 
contrary) that he was working only 114 to 2 days a 
week. Early in 1936 I placed the account out for col- 
lection. 

He came in with the same old story. Finally, during 
the conversation, I got him to agree to pay me all over 
$15.00 that he drew of each week’s pay. So far, he has 
made eleven payments promptly! 

As you may see from the above, we firmly believe in 
the old adage, “Molasses will catch more flies than vine- 
gar.” However, credit and collection managers know 
that there are some cases where you have to bring suit 
before the individual will pay, especially for apparel and 
shoes which have already been worn out or are about 
ready to be discarded. 

Persistent follow-up, with a cooperative attitude to- 
ward the debtor—coupled with the proper cooperation 
with your Association—will do more toward collecting 
Suspense and P. & L. accounts than harsh methods! 

Der 

“We'll meet you in the Northwest—at Spokane and 
the Coulee Dam—at the Silver Jubilee Convention of 
the National Retail Credit Association—June 15 to 18, 
1937.”,—E. K. Barnes, President, National Retail 


Credit Association. 


Position Wanted 


Crepir MANAGER—Age 30; ten years’ experience in 
credit granting, most of which was spent with high class, 
Middle West, ready-to-wear house. Has also had ex- 
perience with large department store. Particularly likes 
installment credit and collection work. Address Box 124, 
Crepit Wor -p. 


=e” 


Information Wanted --On Community 
Credit Policies 


The supply of Study Number 18 entitled “Community 
Credit Policies” is completely exhausted and in response 
to numerous requests for additional copies, our RESEARCH 
DIvIsION is preparing to revise the Study. Then, too, 
many cities included in the Study had just inaugurated a 
community credit policy and sufficient time had not 
elapsed to give us any concrete facts as to the results. 

If a community credit policy is now in operation in 
your city, we shall be grateful if you will write the 
RESEARCH Division, giving the following information: 


1. A copy of your community credit policy. 

2. Copy of any advertising matter used in connection 
with the plan. 

3. Number of merchants who have agreed to abide by 
the policy and types of business in which they are 
engaged. 

4. Whether any merchants have withdrawn from the 
agreement and reasons for withdrawing. 

5. Facts and figures showing results of the plan. 
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2025 3RO AVE. NORTH [carconghons, Pala 


© 


Dear Sir: 


Wo doubt things have improved with you now and 
I am going to ask your cooperation in regarad to liqui- 
dating your long past due account amount 7 ° 





I am willing to work with you in every may pos- 
gible to help you liquidate thie past due account and I 
want you to cooperate with me by Temitting the entire 
amount at thie time, or if you are unable to do this, let 
me have some kind of a payment by return mail, advising when 
I may expect the balance. Payments, however a: if . 
made regularly will not only be appreciated but will be help- 
ful. 





Please let this letter come back with your payment, 
furnishing information called for below, should you require 
more time to liquidate the account. 


Very truly yours, 


HES 


ENCLOSED PLEASE FIND TO APPLY ON ACCOUNT. 
WILL FORWARD nae OR BY THE WEEK, 
TWO WE2KS OR MONTHLY. 

SHOULD YOU BE UNABLE TO REMIT NOW ADVISE WHEN 








2025 35RD AVE NORTH 1 Jerrmunghars iz: 


® 


Dear Sir: 


I want to give you another opportunit 

y to deal 
with me in regard to the settlement of your it - 
Count, amount § which is of vo ee 


rchase. 
regret that you have not seen fit to remit promptly a, 


> or to call at the store and arrange same satisfact- 


I want you to understand that I will 
with you in every way possible to help you in taken cane 
of this account, so I am holding same open for you until 
and if payment of the account is not 

Frecelved or eat iefactory arrangements made toward settle 

I will be forced to turn the ac- 
m department for handling. Please 
oe ng this matter your immediate at- 





Very truly yours, 
opuM ¢ NG COMPANY 


Y 


a heer g? 
credit ‘vat 
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IN MEMORIAM 


By FRANK BATTY 


(Text of an address by Frank Batty on the passing of P. C. Hate, 
President, Hale Bros. Stores, Inc., and A. B. C. DoHRMann, Chair- 
man of the Board of The Emporium, delivered at the annual meeting 
of the San Francisco Retail Dry Goods Association and the Retailers 
Credit Association of San Francisco, Inc., at the Palace Hotel in San 
Francisco, Thursday, January 7, 1937.) 


It is fitting and appropriate on this occasion 
—the first meeting of our Association in the 
New Year—that brief and simple tribute be 
paid to the memory of two outstanding lives 
in the history of San Francisco—men whose 
names are familiar to all members present: 

(Note: At this juncture, the audience rose and 
remained standing until seated by the gavel at the 
close of the address.) 

DeEaTH—irrevocable and relentless—has re- 
cently taken from our midst two stalwart 
leaders by whose removal this Community, the 
Pacific Coast, and the nation at large, have 
suffered irreparable loss. 


We refer to P. C. HALE and A. B. C. 
DoHRMANN, particularly as business associ- 
ates who devoted their lives earnestly and in- 
tently to the development of the commercial 
‘interests in this city of San Francisco which 
they loved, as we do. 


These men, to some of us, were more than 
just business associates—they were FRIENDS 
indeed! There are here today many who were 
intimately acquainted with these men, many 
who regarded them with more than ordinary 
esteem—in fact, with AFFECTION—and to 


whom these words of Tennyson will seem 
fitting: 
And the Stately Ships go on, 
To their haven under the Hill; 
But Oh! for the touch of a Vanished Hand 
And the sound of a Voice that is still! 


P. C. HALE and A. B. C. DoHRMANN 
were representatives of the backbone of the 
commercial life and social activities of this 
city for more than half a century, manifesting 
as they did the highest integrity and sound 
business principles. 

The stirring lines of James Russell Lowell 
are, I feel, most appropriate in summarizing 
the lives and character of these men: 


No man is born into the World, 

Whose work is not born with him; 

And there are tools to work withal for those 
who will, 

And blest are the horny hands of Toil. 

The World shoves angrily aside, 

The man who stands, with arms akimbo set, 

Until occasion finds him what to do; 

And he who waits to have his task marked 
out, 

Shall die and leave his errand unfulfilled. 

Our TIME is one that calls for EARNEST 
Deeps! 





P. C. Have and A. B. C. DoHrMann did not wait to have their 
tasks marked out for them; neither did they die leaving their errand 
unfulfilled. They were possessed of that Genius and Initiative which 
mark the careers of all successful men; and when monuments erected 
to the memory of P. C. Hate and A. B. C. Dourmann shall have 
crumbled to dust and decay, there will remain imperishable, the eternal 
characteristics of Rigut and Square Deatinc for which they stood— 
and from which they never deviated. 


Prentis Cobb Hale — Andrew Bernard Charles Dohrmann 


— May Their Souls Rest in Peace — 
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Back to Spokane-- Birthplace 
Of the “National”--in 1937 


By F. L. CROTEAU 


Past President, Retail Credit Association of Spokane; General Convention Chairman 


ANY elements are working together to make 
M Spokane a real magnet for the credit men of the 

United States, June 15 to 18 of this year. In 
the first place, the National Retail Credit Association 
had its birth in Spokane twenty-five years ago, and Spo- 
kane is proud that the members of the Association are 
coming back to the birthplace of the “National” to cele- 
brate their Silver Anniversary. 


Spokane is also proud that it is the home of E. K. 
Barnes, this year’s president of the National Retail Credit 
Association. 


Another reason why National Retail Credit Associa- 
tion members will be attracted to Spokane is because its 
location is in the center of the green “Intermountain 
Playground,” with six of our great National Parks with- 
in a short distance: Yellowstone, Glacier, Banff and Lake 
Louise, Mount Baker, Mount Rainier, and Crater Na- 
tional Park. 

Still another feature, and a most important one, is the 
development of the Grand Coulee Dam—the greatest 
project ever conceived by the mind of man. This gigantic 
development—greater than the Panama Canal—is only 
92 miles west of Spokane, and will attract hundreds of 
thousands of tvurists to the Northwest this year. 

Reached by excellent highways from the Convention 
City, this is a miracle of engineering and science. Des- 
tined to harness the mighty Columbia River, to create 
the longest man-made lake in the world, and to reclaim 
1,200,000 acres of the West’s most fertile land, the Grand 
Coulee project is the “Eighth Wonder of the World.” 

Spokane is, in itself, a beautiful city. It is named for 
the Spokanee, “Children of the Sun,” the Indians who— 


Monroe Street Bridge 
and the falls of the 
Spokane River, in the 
heart of the downtown 
district of Spokane. 


* 
Here not much more 
than a generation ago, 


Indian braves gathered 
in council! 
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not much more than a generation ago—troamed the pine- 
clad hills of the region and gathered in council at the 
falls of the turbulent Spokane. Not much more than 
fifty years ago a cluster of rude pioneer cabins replaced 
the tepees. The sun continued to shine, the sun god of 
the Indians, while from this tiny group of houses there 
continued to grow a friendly city. 


Through the city’s very center thunders the Spokane 
Falls—a cataract that stretches out more than four city 
blocks. From the city’s main thoroughfares, residential 
districts extend to the hills to the north and south, mak- 
ing a city famed for its charming homes—a large per- 
centage of them owned by the people who live in them. 

Spokane is the largest railway center west of Omaha, 
and is the hub of a huge network of every type of trans- 
portation—steam and electric railway, bus, and airplane. 

Spokane’s retail credit men are proud of the fact that 
the nationally-famed Davenport Hotel, where the Na- 
tional Association was born, will be the headquarters of 
the Silver Anniversary Convention in June. There will 
be no hotel problem in Spokane. Plenty of rooms will be 
available at reasonable rates for all. 


There will be many opportunities for sight-seeing trips 
before and after the Convention. Many delegates will 
wish to combine a trip to the National Parks or to the 
Coast with their visit to Spokane. 

Throughout the length and breadth of the country, 
interest is already being manifested in this Silver An- 
niversary Convention by the members of the National 
Retail Credit Association. Spokane members are girding 
themselves to the task of making this the most memorable 
convention ever held in the history of the National! 
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More About “the Most Important 
Problem--” 


(Continued from page 15.) 


they have been pleased with our merchandise—otherwise, 
we would not have had the privilege of opening their ac- 
counts the first time-—D. AsHBy, Credit Manager, M. 


L. Parker Company, Davenport, Iowa. 
‘na & © 


The answer can be divided in two parts: First, hold 
present active accounts by showing our customers that 
their patronage is fully appreciated (various notices of 
the coming of special events, and a letter of thanks now 
and then will help to do this). Second, a revival of in- 
active accounts after a thorough recheck has been made.— 
Haro_p LIEBERTHAL, Kaufman’s, Colorado Springs, 
Colo. 


i * * * * 

The opportunity will be good (in 1937) for rebuild- 
ing a number of inactive accounts, of those who were un- 
fortunate victims in the few years following our economic 
change. 

Credit should be extended to all of those who are en- 
titled to it, with close collection follow-up as to the terms 
agreed upon. The only danger is “reloading,” and we 
should watch it carefully—E.tuts A. Epstein, Credit 
Manager, Hochschild, Kohn & Co., Baltimore, Md. 


aa * * * * 

I believe that one of the greatest problems that face 
the credit granter is the rehabilitation of the account 
which, up to the beginning of 1929, had been satisfactory. 

There are so many angles that enter into the matter 
that the credit man who can sift the wheat from the 
chaff, do the right thing by the customer and, at the same 
time, protect the interests of his firm, will have solved 
this newer credit problem which today, I believe, is the 
most difficult with which we have to contend.—S. 
Marks, Credit Manager, The Vogue, Chattanooga, 
Tenn. 




















Read These Books: 


Credit Department 
Salesmanship 


A complete and authoritative manual on such im- 
portant topics as: 

Use of selling psychology in credit work; use of 
sales promotion to build up more char; accounts 
for the store; use of letters for both collection and 
sales bulding; use of the newest methods of han- 
diing the installment credit problem. 


PRICE $3.50 
=e” 


Retail Credit Practice 


A practical, authoritative manual for retail store 
credit executives and students of credit practices. 
Official Textbook of N. R. OC. A. Courses. 


PRICE $4.00 
“or 
(Both by Bartlett and Reed) 
Order From 
NATIONAL RETAIL CREDIT 
ASSOCIATION 


Executive Offices, St. Louis, Mo. 





























; 1218 Olive Street 








Stickers for 
“Inactive” Accounts 


Use on “blank” statements each month-- 
or as a series -- one each month 





We Missed You 
Last Month! | 
vv 
Anything wrong? If 
% so, please give us a 
chance to correct it. 
We Value 
Your Patronage! | 
© 1934, w. x. c.a. 

















Your cAccount 


Is Balanced! 


vv 


This is just a re- 
minder that we # 
missed you last 
month. 


Use Your 
Charge Account! 
© 1934, w.a.c.a. 

















You Don’t Owe | 
Us a Cent! 
vv 


Yes! We've noticed 
* | it and we hope you 
will use your charge 
account this month. 





Your Patronage 
Is Appreciated! | 
© 1934, mw. x. c.a. 











Exact size shown by dotted lines. Printed 
in one color. Price, $2.00 per 1,000 


National Retail Credit Association 
St. Louis, Mo. 
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Credit Status of WPA Workers 


By R. PRESTON SHEALEY 
Washington Counsel, National Retail Credit Association, Colorado Building, Washington, D. C. 


HE legal status of Works Progress Administration 
workers seriously handicaps the collection of de- 
faulted debts in some states, particularly in the 
Dakotas, Minnesota, and Wisconsin. A recent letter 
from a large food corporation having far-flung operations 
would tend to indicate that the problem also exists in 
many other states. 


The large number of alphabet emergency relief agencies 
has caused some misunderstanding as to the part that 
WPA plays in relief. Possibly this may be partially 
cleared up by explaining that, after the Public Works 
Administration began functioning, it became apparent 
that federal contractors would not use as much labor as 
was anticipated. 


To remedy this situation, the Works Progress Admin- 
istration was created. The scope of this agency’s powers 
is sufficiently broad to permit it to hire and pay workers 
to work on state and local projects sponsored by state 
and local authorities. 

Such workers are, in a legal sense at least, government 
employees, inasmuch as their wages are immune from at- 
tachment or garnishments. On this point, the supple- 
ment to the 2nd edition of The Law of Government 
Contracts states: 

“In McCarthy v. U. 8. Fleet Corp., D. C. Court of 
Appeals (1931) 54th Fed. 2d. Series 923. The Fleet 
Corporation in some of its functions is an instrumentality 
or arm of the government and in others a private corpora- 
tion, but when acting in the former capacity and having 
an employee thereunder the salary of that employee can- 
not be attached, upon the principle that the wages or 
salaries of government employees are immune from ex- 
ecution.” “Voluntary assignments generally are pro- 
hibited” (Law of Government Contracts, p. 86), such 
prohibitation resting upon the basis of section 3477 of the 
revised statutes, prohibiting assignment of claims against 
the government. 

If wages of WPA workers cannot be garnished, and 
the United States will not recognize assignments of the 
same, what remedy have merchants when their debts are 
in default? Under the circumstances, it would appear 
that preventive rather than curative measures have to be 
exercised, for the time being at least. 

A careful appraisal of an individual’s ability to pay 
cannot be stressed too strongly where credit is to be 
granted in any substantial amount. Where the individual 
isa WPA worker, the question of paying ability becomes 
an issue where the amount of credit granted is beyond 
what the worker can be reasonably expected to pay. In 
these cases, in which attachment or garnishment cannot 
be resorted to, it is inevitable that bad-debt losses will 
follow. 

The writer, several weeks ago, suggested to an assistant 
of WPA Director Hopkins, that some relief might be 
afforded by issuing instructions to state and local admin- 
istrators to recognize legitimate requests for information 
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as to wages paid WPA workers. It is the writer’s under- 
standing that such an order was recommended, but that 
Director Hopkins refused to approve it. If he did refuse 
(and no such order has as yet been issued to the writer’s 
knowledge), it would simply be in line with the attitude 
of the Coolidge, Hoover, and Roosevelt administrations, 
at least of the present date as of the latter, in the matter 
of debts of government employees. 

National Retail Credit Association members will recall 
the untimely fate of the bill introduced by Representative 
Dyer during the administration of the late President 
Coolidge to permit garnishment of salaries of Federal em- 
ployees; the unsuccessful attempt during the Hoover 
régime to obtain uniform government regulations con- 
cerning delinquent debts of government employees; and 
the so far unsuccessful efforts during the present admin- 
istration to have such regulations issued. It is said that 
the attitude of the present administration is that each in- 
dividual department or independent bureau should promul- 
gate its own regulations, when necessary. 

Many Federal employees are said to be opposed to both 
a federal garnishment law or uniform regulations, and 
are thought to have impeded efforts of merchants to ob- 
tain relief of that nature. Nevertheless, and notwith- 
standing, the campaign of the N. R. C. A. is thought in 
some quarters not to have been without effect since pay- 
ment by government employees, generally speaking, has 
been normal. Had a garnishment law been on the statute 
books, the wages of WPA workers could have, if neces- 
sary, been attached. 


Those words, “if necessary,” supply the answer to suc- 
cess in any future campaign for a garnishment law. If 
Federal workers can be made to realize—what would ac- 
tually be the fact, as experience with state and city gar- 
nishment laws has demonstrated—that the presence of 
such a law on the statute books would not hurt the vast 
majority of Federal employees who do pay their debts 
but would be a hindrance to the minority who abuse 
credit, prospects for success for enactment of such a law 
would be enhanced. 








Editor’s Note: 


Credit should not be extended to a WPA 
worker without first obtaining a credit bureau 
report—and then only if the report shows suffi- 
cient earnings—satisfactory past paying habits 
—and no present past-due indebtedness. 








However, it must also be borne in mind that there is a 
distinct disposition on the part of members of Congress 
to cater to the wishes and demands of organized groups 
of Federal employees. An instance of this is to be found 
in H. R. 273—a bill introduced by Representative Dunn 

(Continued on page 31.) 
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Credit News Flashes-- 


Personal and Otherwise 


New Orleans Elects 


The Retail Credit Association of New Orleans recently 
elected the following officers: Stanley W. Kemp, Presi- 
dent; Joseph H. Bergeron, Vice-President; Ernest E. 
Dellucky, Secretary; and George J. Springer, Treasurer. 





Left to right: George J. Springer, Joseph H. Bergeron, 
Stanley W. Kemp, and Ernest E. Dellucky 


Four new members were elected to the board of directors: 
Hubert Fielder (outgoing President) ; Mrs. W. Clark; 
Ellis Petrich; and Cyril Nolde. 

William J. Fischer, past president of the Association, 
discussed the various educational facilities which the As- 
sociation made available for the benefit of the individual 
member. 

* 7 * 
Knoxville Association in New Home 

The Retail Credit Association of Knoxville (Tenn.) 
recently moved to its new home at 313 Commerce Ave- 
nue—a move made necessary by the need for larger space 
to care for the increasing needs of the Association and the 
credit bureau. Considerable newspaper space was devoted 
to the event. 

* . * 
McConnell Elected Director of Pittsburgh 
Credit Association 

W. B. McConnell, who returned to Pittsburgh re- 
cently as Assistant Treasurer and Comptroller of the 
Meyer, Jonasson Company, was recently elected a mem- 
ber of the Administrative Committee of the Credit Bu- 
reau, Inc., of Pittsburgh and a director of the Retail 


Credit Association. 
* — +. 


Credit Man Wanted 


Experienced credit man wanted by fast growing chain 
of credit department stores in Northern Montana. Prefer 
man under 40 years who has worked in middle west. 
Give all particulars and enclose photo in first letter. Ad- 
dress Box 24, Crepir Wor p. 
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McNaghten New Head of California Retailers 
Association 


Malcolm McNaghten, President of the Broadway De- 
partment Store, Los Angeles, was recently elected Presi- 
dent of the California Retailers Association. 

Samuel Leask, Jr., of Samuel Leask and Sons, Santa 
Cruz, was elected Vice-President and E. C. Lippman— 
who is Vice-President of the Emporium-Capwell Cor- 
poration and General Manager of H. C. Capwell Co., 
Oakland—was elected to fill the vacancy on the board of 
trustees created by the recent death of A. B. C. Dohr- 
mann. 

7 * * 


Nashville Members in Newspaper Feature 


The Nashville Tennessean is running a series of pen 
and ink drawings featuring prominent citizens of Nash- 
ville. This series, entitled ‘‘Nashvillians in Pen and 
Ink,” is by Jack Moranz and pictures episodes in the life 
of each individual as well as his own portrait. 

Two of our members were featured in this section re- 
cently: Ben C. Nance, President of the First Industrial 
Bank (Morris Plan), and Ernest C. Harlan, Manager 
of the Nashville Retail Credit Bureau. 


2 © 


Positions Wanted 


Crepir WoMAN—Fifteen years’ experience in credits, 
eight complete charge, retail establishment. Knows how 
to approach customers and handle accounts. At present 
employed but would like change of position. Box 20, 
Crepir WorLpD. 





* * * 


ApjusTER—Credit and collection executive. Steady 
and reliable, pleasing personality, good mixer. Age 40. 
Credentials gladly furnished. Address Box 21, Crepir 


WorLD. 
* . * 


Age 30, ten years’ experience in retail department store. 
Now employed, wishes to make connection with future. 
Good education. Legal background. Address Box 22. 


Crepir Wor. 
* * * 


Crepir REPORTER AND STENOGRAPHER—Age 28. 
Eight years’ experience in credit bureau and thoroughly 
familiar with credit reporting and collection work. Mar- 
riage necessitates change in location. Prefer St. Louis or 
near vicinity. Address Box 23, Crepir Wor p. 


~ Ger 


Silver Anniversary—National Retail Credit Associa- 
tion—Spokane, Wash., June 15-18, 1937. Plan now to 
attend. 
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Eau Claire Holds Successful Meet 


HEN they hold credit meetings in Eau Claire, 

Wisconsin, they really hold meetings! Not only 

do they “get out” all the local merchants and 
their credit executives but they also go out and bring in 
all the business people of the nearby cities. 

At the second annual community credit meeting and 
dinner held at the Elks Club the evening of November 
20, 375 business people of Eau Claire, Chippewa Falls, 
Menomonie, and a score of other communities within a 
75-mile radius of Eau Claire, heard Manager-Treasurer 
Crowder deliver the after-dinner address. 

His subject was “Greater Profits Through Credit Co- 
operation.” Considering that this assemblage had come 
together in a true spirit of cooperation—nearly one-fourth 
of those present having come from outside of Eau Claire 
—the title seemed singularly fitting. 

The moving spirit in the arrangement of this most 
successful meeting was E. C. Amundson, Manager of the 
Northwest Credit Bureaus, Inc., of Eau Claire, Chip- 
pewa Falls and Menomonie. Much of the success is due, 
too, to the Chambers of Commerce of Eau Claire and 
Chippewa Falls, which cooperated whole-heartedly. 

Knute Anderson was the toastmaster; the invocation 
was pronounced by the Rev. Fred J. Jordan. Brief talks 
were given by Mayor D. D. Lockerby; Charles Irwin, 
President of the Eau Claire Chamber of Commerce; E. 
C. Amundson; John Van Every, Secretary of the Cham- 
ber of Commerce and Judge George L. Blum. 


Local officials expressed gratification at the all-round 
success of the meeting and it was decided to hold a 
similar gathering every year. 

We reprint the following excerpts from the Eau Claire 
Leader’s report of Mr. Crowder’s address: 


The speaker . . . deplored competition in credit as 
harmful to all business, declared greed for sales often in- 
fluences acceptance of bad accounts with resulting losses, 
advocated carrying charges for installment accounts to 
be added to cash prices, and advised the placing of carry- 
ing charges on overdue accounts on a community basis. 

Careful check-up by merchants on credit applicants and 
daily use of credit bureau information is necessary, he 
said. Mr. Crowder advised prompt follow-up of credit 
accounts and said accounts unpaid after six months should 
be placed in the hands of a collection agency. 

The speaker cited examples in which members of credit 
associations had been “stung” through failure to use the 
service and said normal losses on installment accounts 
should not exceed 1 per cent. 

All association members should furnish information to 
the credit bureau on all who seek credit, he declared. 
“Turndowns” for credit may be turned to account by 
sending such applicants to the credit bureau for further 
information, which frequently results in their payment 
of old bills and establishment of their credit again. 


In addition to the above address, Mr. Crowder also 
made brief credit talks at the Senior High School as- 
sembly at 11:00 a.m. and 1:30 p.m.; at the Teachers’ 
College at 12:30 p.M.; and at St. Patrick’s High School 
later in the afternoon. 





Second Annual Community Credit Meeting, Eau Claire, Wis., November 20, 1936. 
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HE thought and attention given to this subject to- 

day is material evidence that business has come to 

recognize the value—to volume and profit—of de- 
veloping such relationship to a maximum degree. 

The old idea that the public had to come to the store- 
keeper and had to take what was offered has given way 
to the fact that, conversely, now the storekeeper has to go 
to the public and beg it to buy. 

This reversal of situation has brought its perplexing 
problems—a chief one of which is how to reach, how to 
treat, and how to hold the buying public—individually, 
the “Sainted Patron.” Progress so rapidly modernizes 
that the method of today gives way to a new practice to- 
morrow, and in no phase of business is this so true as in 
“Competition.” 

There is no question but that competition is something 
that business must have. It is absolutely essential to the 
life of trade if it is mot sacrificed and subordinated to 
greediness and unfairness, which cannot but impede honest 
progress. 

There is a disastrous element in this Competition which 
can be so indulged in as to challenge the best minds in 
combating the evils of price cutting, cost of advertising, 
public demands for super-service and, most important, 
Credit Terms. Also, this Competition will always en- 
gender tense feeling and create distrust in every com- 
munity in the continuously mad race for Credit Term 
Supremacy—a never-ending contest because of the in- 
herent determination to “always go the competitor one 
better.” 

Now, as I see it, there is a very close relationship be- 
tween competition and our subject today. This for the 
good reason that competition will put us high up on our 
toes to hold our old customers and get new ones. And— 
if we can’t hold ’em and get ’em, our competitor will! 

And let me stress this fact, an uppermost thought in 
my mind for some time: In his supervision and guardian- 
ship, if you please, of millions of charge customers, the 
credit manager, here, there and everywhere, is not only 
the best judge of credit conditions generally, but ablest 
to feel the pulse of the buying public and know how to 
appeal to it and hold its friendship. 

And here is the why of it: It is no reflection on any 
other functioning power to say that a charge customer 
comes to your store and my store through the portals of 
the credit office! It is a major contact and it is a vital 
one. 

As a financial discussion, and that is just what a credit 
interview is, it at once becomes not only important but, 
through a dignified and gracious manner, there can come 
such fine understanding of store and customer coopera- 
tion as will make and perpetuate good will. And the way 
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Building Profitable 


Customer-Contacts 


By ROBERT O. BONNER 
Credit Manager, L. S. Ayres & Company, Indianapolis, Ind. 


to this end is found in a substantial background of the 
following essentials: 

First—it is imperative that the credit executive should 
have (or be able to develop) personality plus a studious 
nature, a real love for his job, a fine sense of humor, and 
a spirit of kindly toleration. 

These attributes entitle him to a real place, not only in 
the personnel of the business institution but—in the phys- 
ical layout of the store—a real office, one of proper en- 
vironment and quiet atmosphere. Here the applicant for 
credit will at once feel at ease and the interview will 
become delightfully conversational. 

This may seem a bit colorful, but it is real. Let’s not 
forget that the charge applicant comes to you as your 
guest; thus, immediately, there is imposed upon you the 
obligation of hospitality. 

Too often, the credit executive and his assistants have 
been (and are) grossly negligent of a charge customer: 
First, in too perfunctory a manner in interviews and, sec- 
ond, forgetting all about the “guest” the minute he 
leaves the office. In both ways, unintentionally and un- 
wittingly, they muff the great opportunity to establish 
a good-will relationship and to perpetuate it. 

With the right kind of credit executive in mind, let’s 
go to the next steps: He knows the type of charge cus- 
tomer, his capacity to buy, his neighborhood, whether he 
owns property or rents, etc. All of this is substantial 
background which, using good judgment, he can offer to 
the Merchandise Division and the Advertising and Pub- 
licity Departments, for promotional and sales work, con- 
fident that these other executives will appreciate in high 
measure such cooperation. 

Then begins the real credit tie-up. With all of the 
foregoing in mind, the charge customer has been started 
off just right. He remembers the real interest taken in 
him by the Credit Office and the very friendly tone of the 
letter telling him his credit is O.K. He recalls that the 
credit interviewer rose to his feet when he came in the 
office, and he does not forget the very pleasant good-bye. 

And that charge customer, from the very start, has the 
Credit Manager (or his department) very definitely in 
mind. He remembers his name, he feels free to go to 
him in the many little questions that arise in all business 
contacts. In this way, and many others, the credit execu- 
tive unconsciously becomes a real salesman in the organ- 
ization. He not only sells himself and credit to the 
patron, but also the store itself. 

Eventually comes the time, and it is inescapable, when 
collection processes must be started—a time calling for 
diplomacy and patience. With all the finesse in the world 
at your command, your mental ingenuity may be taxed 
to the utmost in dealing with these collection problems. 
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But there is a way to do’ it, a way to deftly handle 
each case individually, a way to bring all the angles of 
each situation into play—a method of approach, a plan 
of follow-up and a system of appeal which cannot but 
get results. And, it will make the credit executive a big- 
ger one, the customer a better one, and give the store the 
benefit of profit by the greater use of sugar and the lesser 
use of vinegar! 

All of this is possible if the credit executive first knows 
himself and then studies the one who owes—if he learns 
how to press a claim graciously but none the less firmly— 
when and how to write the first, second and final letter— 
how to reckon with the human element in every case and, 
above all, to put himself in the other fellow’s place. 

Dependable statistics and general consensus of opinion 
will prove that, after all, 96 to 98 per cent of the charge 
public is innately honest; and only a small portion of the 
balance of 2 to 3 per cent is in that category which, 
speaking in the vernacular, includes the “pusillanimous 
credit cuss.” Not exactly dishonest, but still he thinks 
the world owes him a living on credit. This classification 
also includes the haphazard and irresponsible type with 
“champagne appetites and beer pocketbooks.” It seems 
to be the desire and poor judgment of this class of patron 
to eternally live up to the standard of the “better off 
Joneses,” and it takes the Credit Manager to nicely tell 
them “it can’t be done.” 

Now, why penalize this average of 96 to 98 per cent 
of the charge public because of the aggravating, trouble- 
some and unprofitable small 2 or 3 per cent which, after 
all, can be kept at a further minimum by educational and 
constructive treatment? Far better that your suavity, 
graciousness and kindly toleration be extended over the 
whole spread of the store’s charge patrons! Such an atti- 
tude is a valuable asset and a business builder which 
eventually will not only increase volume and store stand- 
ing but also will easily absorb the inevitable small losses. 

Further, as to collection procedure: I think it true and 
store owners should realize it, that the credit executive 
and his department can do irreparable damage to the 
store’s business in collection processes. With the human 
element always in mind, and a sympathetic understanding 
of the charge patron’s problems, I think it possible to 
successfully reason with and appeal to the unfortunate. 

You and your store will not only have their regard and 
good will during the “‘slow-pay period,” but those charge 
customers, after settlement, will remember your friendly 
attitude and become real boosters as well as bigger buy- 
ers, of your merchandise. In collection work, therefore, 
it is well to have this in mind: Talk to the patron who 
owes you, or write to him, just as you would want to be 
talked and written to. This is really the crux of the 
whole situation and worthy of much thought. 

Invested with all the qualifications suggested, it is easy 
to acquire the mental efficiency necessary to collection 
procedure and successful administration of all credit 
work. And by successful, I don’t mean simply to be a 
hard and fast collector, with high collection percentages 
and low losses. Success should and must include retain- 
ing a maximum of charge patrons’ loyalty and friend- 
ship throughout the years, and a minimum of dissatisfied, 
unhappy and finally lost customers. 

I am basing these recommendations on many years of 
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intimate experience with all phases of the credit profes- 
sion—principles, ethics, policies, procedure and results. 
I firmly believe in what I have said. The continuous ef- 
forts of my own department are a materialization of these 
convictions and I am confident that the credit executive 
can establish and maintain such profitable relationship 
with the charge patron as will build for himself and, far 
more important, build for business! 


eos] al 
Nation-Wide Study of Retail Credit-- 
(Continued from page 3.) 
breakdown also will be available for each city where a 
trade is represented by five or more reports. 

Much of the value of these studies lies in the speed 
with which the results can be tabulated and issued. This 
is dependent upon the prompt action of the approximately 
13,000 retailers requested to furnish information. By 
immediately filling in and mailing the schedule, the re- 
port (a copy of which will be furnished free to each co- 
operating retailer) can be made available early this spring. 

The Bureau of Foreign and Domestic Commerce and 
the National Retail Credit Association enthusiastically 
welcome the cooperation in this study of all retailers 
who engage in a credit-granting business falling in any 
one of the 14 trades indicated above. For those retailers 
coming within these qualifications who have not received 
a schedule, therefore, arrangements will gladly be made 
to have them represented in the study. Simply fill in the 
form on page 3 and mail to the Research Division, 
National Retail Credit Association, 1218 Olive Street, 
St. Louis, Missouri. 


= pokane in 57! 


WENTY-FIVE years ago 

Spokane witnessed the 
birth of the N.R.C.A. It is 
most fitting that this lovely 
city should again play host 
to the organization's Silver 
Anniversary Convention this 
summer. 


Delegates will enjoy a rare 
opportunity to combine an 
enjoyable vacation with con- 
vention business in America’s 
Evergreen Playground. 

A special train of delegates 
and their families will travel 
over the Burlington-Northern 
Pacific, chosen by your officers 
as the Official Route. Mail 
the coupon for free illustrated 
itinerary or for information 
on travel anywhere west. 








R. kK. CROSS 
Northern Pacific Railway 
440 Boatmen’s Bank Bidg. 
St. Leuis, Me. 





( ) Send me a copy of the official itinerary to N. R. 
C. A. Convention. 
( ) I will not attend convention, but plan western 


Wip> $0 cccccccccccscecesccacccocececes Send details. 





Route of the Air-Conditioned NORTH COAST LIMITED 
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Letters That 
Cross | 


The Editor’s Desk 














It is indeed interesting to learn that the rank and file 
of credit executives consider the subject of credit terms 
as the most outstanding problem to be solved in 1937. 
This is a matter which, as you know, has given a great 
deal of concern to bankers and finance company execu- 
tives, particularly in the automobile and electrical appli- 
ance fields. 


FHA’s sponsorship of electric appliance financing, on 
what many bankers consider a very unsound basis, un- 
doubtedly is responsible for some of the expansion along 
this line. But FHA, fortunately, withdrew as you know. 

Long, and constantly longer terms, developed to the 
point where terms are sold rather than merchandise, rep- 
resent certainly a most unhealthy development, and I 
should appreciate very much any further information 
which you might be able to send me from time to time 
relative to the progress made by retailers in overcoming 
this practice—JosePpH E. Birnie, Executive Secretary, 
Morris Plan Bankers Association, Richmond, Va. 


* * + 


In the December issue of The Crepir Wor tp there 
appeared an article entitled ““Who Says the Credit Man 
Is Not Sales Minded?” by Mr. A. R. Macoon of Berke- 
ley, California. After I read the article I handed it to 
our General Manager, Mr. Robert E. Graf, with the 
comment that those were my sentiments also. The next 
morning I found the following message on my desk 
from Mr. Graf: 

“Modern business methods require the merchandising 
of financial service (extended credit) more than com- 
modity selling. Budget selling is the foundation of the 
prosperity of this country. 

“Credit departments are more important factors in a 
business than ever before. The collection department is 
the most important division of the credit department. 
From a competitive viewpoint, a business today without 
financial service is like an automobile without gasoline— 
it is stalled. 

“Today’s selling method has made Mr. Macoon’s job 
100 per cent more necessary from a collection viewpoint. 
Refusing all collection risks requires no judgment; it 
minimizes losses, but it also stagnates sales. This type of 
credit department is unnecessary since a business operated 
on this basis is really on a cash plan. No fair-minded 
sales department expects loss ratios on a liberal credit 
plan with tight collection policy to remain at the same 
point it does on a tight credit plan, with routine collec- 
tion policy. 

“Credit standards and methods have changed with 
transportation and living standards. They have passed 
the ‘horse and buggy’ age. Let’s keep up with the pa- 
rade.—R. E, G.” 

Mr. Graf is Vice-President of McKale’s, Inc. (operat- 
ing a chain of auto service stations), and is General Man- 
ager of the San Francisco district. He is not aware that 
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his comments have been sent in for publication, but I 
feel they are too valuable not to pass along.—H. J. 
ScHRupP, Credit Manager, McKale’s, Inc., San Fran- 


cisco, Calif. 
* * * 


This is a timely opportunity to mention that The 
Crepir Wortp has improved wonderfully in the last 
year or two, and I am always eagerly looking forward 
to receiving my copy.—Max LIcHTENSTADTER, Man- 
ager of Credit Sales, Ike Kempner and Bros., Inc., Little 
Rock, Ark. 


* * * 


I am very much pleased with the contents of the Blue 
Book of Credit and Collection Letters. Several of the 
letters have already been put into service and brought 
satisfactory results. 

The Crepir Wor-p will receive a warm reception 
each month it arrives—Mark R. ScHmupt, Sales Man- 
ager, Schmidt Hardware Co., Grand Junction, Colo. 


” * * 


I very much appreciate the steady improvement in the 
quality of The Crepir Worip. You have brought this 
magazine up to about the place I always hoped it could 
take in Association affairs and to approximately the de- 
gree of service that I always hoped it could render to our 
Association members. Really, I think you have done a 
remarkable job with it and I want to congratulate you 
and express my hearty appreciation. It is really now an 
organ of the Association that is invaluable to the credit 
man.—RALPH W. Watson, Spokane, Wash. (Past 
President, N. R. C. A.) 


* * * 


Our general manager, Mr. E. L. Sarubin, is a member 
of your Association and a reader of your magazine, The 
Crep:r Wor.tp. Through him our credit manager, Mr. 
Morris Wise, has become very much interested in it. 


We receive just this one copy and usually when one 
wants to read it the other has it! So we would like to 
place an order with you for the magazine to be sent to 
our Mr. Wise, starting with the January, 1937, issue.— 
The Regal Shop, Baltimore; Md. 


~Der 
New Credit Course in New York City 


February 3 is set as the opening date for the annual 
course in “Retail Credit Practice” held at the New York 
University under the sponsorship of the Associated Re- 
tail Credit Men of New York City. 


er 
Pittsburgh’s Radio Programs 


For two years now, the Retail Credit Association of 
Pittsburgh (Pa.) has been using one-minute radio “spot” 
announcements urging prompt payment of accounts. This 
program is being continued over radio station KQV, at 
7:59 p.m., each business day of the year. 

In addition, a de luxe program is being broadcast each 
Sunday at 12:15 p.m. Under the title “Callin’ on the 
Neighbors,” it gives instructions on the method of open- 
ing a charge account and stresses the importance of good 
credit. Members everywhere are invited to tune in on 
these programs. 
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National Membership Notes 


AST month, we published a list of our local associa- 
he tions having 200 or more National members. This 
month, as promised, we print below those local 
associations having ‘from 100 to 200 National members: 


Vancouver, B. C. 
Akron, Ohio 
Milwaukee, Wis. 
Nashville, Tenn. 
Des Moines, Iowa 


Wichita, Kan. 


Houston, Texas 
Eugene, Ore. 
Memphis, Tenn. 
Dallas, Texas 
Tulsa, Okla. 
Reading, Pa. 
Salem, Ore. 


In the March issue we will publish a complete list of 
all local associations with less than 100 members. 
oe ot 


Throughout the entire state of Texas, membership 
seems to be the live “topic of the day.” In every part of 
the state (which has been subdivided into districts) there 
is real, intense competition and we are assured that 
when the state contest is ended—at the Houston Confer- 
ence of our Eighth District in May—Texas is going to 
show a surprising increase in National membership. 

The following letter from G. A. Marbach, Member- 
ship Chairman for District No. 6 of Texas, gives an 
inkling of the intensive drives being conducted through- 
out the state: 

“Enclosed is a copy of the letter which I am sending 
out to each of the bureau secretaries in my district. 


“Up to the present, I have sent in ten applications from 
the Corpus Christi area and hope to get many more. 

“We have lined up our teams for our local drive, 
which will start on January 19th. As a special induce- 
ment to get our members to get out and work we have 
offered them a $5.00 credit toward their convention ex- 
penses to Spokane for every new member obtained.” 


Mr. Marbach’s letter to the bureau secretaries follows: 


About twenty-five years ago a small group of far- 
sighted credit men met at Spokane, Washington, and 
formed the nucleus of the now great National Retail 
Credit Association—for the purpose of safeguarding our 
credit dealings and the handling of retail credit. 

This has succeeded far beyond their expectations in 
assisting the merchants in preventing untold losses and 
stabilizing the business of the nation through the worst 
depression this generation has ever known. 

Are we not now in the midst of a period of reckless and 
easy credit and installment selling? Is not the sales de- 
partment’s eagerness to get volume overshadowing our 
better judgment? Then we must meet these issues, as 
we have others, by discussing them freely among our- 
selves and we must join together in building up our 
organization. This will not just happen! It will take 
much effort and hard work. Everyone interested in 
credit work must put his shoulders to the wheel. 

You, as the bureau secretary, play a vital part in the 
credit structure of your community and of the nation at 
large. You can help by getting your merchants together 
and selling them -on the value of a Credit Granters’ 
Luncheon Club in your city. I feel that such a club 
would result in new interest and energy to the credit 
granters, benefit credit conditions, add to your credit in- 
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formation, and increase the number of inquiries to your 
bureau. This would be your reward. 

As the District Membership Chairman, I am asking 
for your fullest support and cooperation in building up 
the membership in our district to the highest possible 
degree. I shall be very glad to assist you in organizing 
a Credit Granters’ Luncheon Club in your city. 

* a . * 

Mr. Crowder has just returned from a trip through 
the South and reports that membership work there is 
progressing nicely. In every city visited he found a most 
encouraging interest in National affairs. 

At a dinner meeting of the Nashville Association (for 
instance), held on the evening of January 21, at the 
Noel Hotel, Rhue Roberts, President of the Association. 
handed him a list of new members, which brings Nash- 
ville’s total membership to 203. 

Nashville now boasts the largest Association in the 
South. The membership committee is to be congratulated 
on its accomplishments since the Omaha Convention, a 
total of 125 new members having been reported. 

“ee a 


In Montgomery, Ala., at an evening meeting on Janu- 
ary 28 at the Whitley Hotel, where 55 were present, he 
was given the outline of an intensive membership cam- 
paign which the new officers are enthusiastically pro- 
mulgating. 

* * * . 

And in Birmingham, at a noon meeting held at the 
Tutwiler Hotel, January 29 (with an attendance of 56), 
he received 15 new memberships and the assurance that 
Birmingham expects to double that number by the time 
the Atlanta Conference meets. 

* * * * 


Last but not least, in New Orleans he learned that 
Stanley Kemp, the new President of the Retail Credit 
Association, hopes to “Nationalize” the local members. 


Membership Blank 
National Retail Credit Association 
1218 Olive St., St. Louis, Mo. 


I hereby apply for one year’s membership in your 
Association, subject to acceptance by you and by 
your recognized unit in this locality. I enclose $5.00 
which I understand entitles me to all the privileges 
of membership, including a year’s subscription to 
“The Credit World.” 


Recommended By 


ee 
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CREDIT MANAGER of a large chain store 

made a rather startling remark at a recent con- 

vention of credit men in Chicago. He said that 
a survey made within the past year had disclosed the fact 
that inactive accounts averaged 43 per cent of total ac- 
counts in some stores, and that other stores even had one 
inactive account for every active one. 

Now, we all know that while we graciously term these 
accounts “inactive” there is, in reality, no such animal 
as an inactive customer. Your customer doesn’t stop 
buying, and if your ledger card shows a blank after his 
name at the end of the month, you may be sure he is 
making his purchases elsewhere. 

We've always known this fact. It’s like death and 
taxes, incontrovertible, but we’ve done mighty little to 
rectify it. And if we have, it’s been done spasmodically, 
with no real attempt to check results. One store did 
make a survey several years ago, and here is what they 
found: 

Out of every hundred customers checked: 

68—drifted away because of “store indifference” 
14—drifted away because of “unadjusted griev- 
ances” 
9—traded at other stores because of “better 
service or price” 
5—followed friends to other stores 
3—moved away 
1—unfortunately, died 
- Just analyze this report for a moment. In this in- 
stance, 82 per cent of these lost customers transferred 
their buying allegiance to another store because they felt 
that their patronage wasn’t sufficiently appreciated by the 
store in which they had been buying! 

You have a gold mine before your eyes, right in your 
inactive files that are even now gathering dust instead of 
dollars! You have customers whose accounts may have 
cost you from five to ten dollars to put on your books— 
whose paying habits are a known quantity to you—and 
yet you go on spending much more cash and advertising 
effort in trying to lure new accounts into your store! 
You’re paying another five or ten dollars all over again— 
with the credit risk proportionately greater, because you 
have had no personal experience with their paying habits. 

In the majority of these cases there should never have 
been such a thing as an “inactive account” in the first 
place! Somewhere along the line you slipped up. Cer- 
tainly, it can safely be said that 50 per cent of those names 
in your inactive accounts should never have been allowed 
to breathe the dying gasp. 

Therefore, catch the inactive account early, before buy- 
ing habits have been established elsewhere. You should 
contact your Budget Account customers before their last 
payment is made. Suggest to them the advisability of ad- 
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Reviving Inactive Accounts 


By FRIEDA E. BURGER 
Credit Assistant, The Namm Store, Brooklyn, N. Y. 


ditional purchases, with no down payment or no increase 
in monthly payments. 

Add an advertising insert regarding a particularly im- 
portant sale, and most of all, thank them for their loyalty 
and patronage, and the prompt way in which they have 
met their obligations. Make them feel that you sincerely 
appreciate it! 

You know, you may have a good customer who goes 
on buying at your store for several years and you, as an 
organization, never personally recognize her existence; 
but let her omit her payment for a month or two, and 
she is made painfully aware of that fact. I think an oc- 
casional letter of pure appreciation, sent to your good 
customers (and the majority of your sales volume comes 
from them) would work wonders for you in good will 
alone. And good will is a builder of good sales! 

One store, not so long ago, took the opportunity of 
expressing its appreciation to its customers by sending out 
a cheery Christmas greeting to them, and a wish for their 
continued patronage during the new year. They were 
genuinely surprised at the results. Many customers wrote 
expressing their pleasure at this remembrance. And, need- 
less to say, in spite of the expense involved, they gained 
immensely, both in good will and sales volume. So tell 
your good customer, in a personal way, that she is always 
your most valued asset. 

Another store hit upon a novel idea. They had folders 
made up. On the first page was a photograph of the 
credit manager in the process of dictating a letter to his 
secretary. His opening words were printed as coming 
directly from his mouth. 

He was depicted saying, ’““Miss Jones, please take a 
letter to Mrs. John Doe. She hasn’t been using her ac- 








———— 





Editor’s Note: —~ 


The article: An address before the Credit 
Women’s Breakfast Club of New York City, 
January 14, 1937. 

The author: Winner of first prize in New 
York University’s 1936 course in “Retail 
Credit Practice”, and David J. Price medal— 
yearly award of New York Association— 
sponsors of the course. 
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count recently.” Inside, on the second page, was the 
letter, inquiring as to why Mrs. Doe hadn’t used her 
charge account recently. They wondered why she had 
stopped buying for they sincerely missed her patronage. 

She was encouraged to write to the manager if the 
store had in any way been at fault, and was promised that 
an attempt would be made to rectify it. They got mar- 
velous results, even though the method was a trifle ex- 
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pensive. Naturally, these trick ideas can’t be overworked, 
lest they lose their novelty and drawing power. But we 
can all, I am sure, think of equally novel ones. 

For the ordinary month-to-month solicitation of inac- 
tive accounts, most stores, when they engage in this work, 
merely send out a blank monthly statement, with a type- 
written notice thereon, expressing regret that the ac- 
count has not been used, and inviting a response if the 
customer has any definite reason for not having made any 
purchases. It is all done courteously and tactfully. 

When accounts have not been used for three months 
or more, a personal letter is sent out over the signature of 
an important executive, much along the same lines. Some 
stores have found it more profitable to add the mention 
of a special sale in which the customer might be inter- 
ested enough to reopen her account. 

But a definite follow-up system must be used, and it 
is important also to keep a check-up of results, so that if 
one plan does not bring sufficient response, another can be 
tried. And after about six months of continued inac- 
tivity, the account is really given a first-class funeral, as 
far as most stores are concerned. 

A Warning! Always make your contacts have an 
air of individuality. Do not use the ordinary form 
letter, even though it is cheaper. There is now on the 
market a machine which types letters that appear to have 
been done by your own office stenographer. The com- 
pany owning this machine will undertake to type them 
for you at a very reasonable rate. Since you are all 
connected with the better type stores, you won’t under- 
estimate the intelligence or gullibility of your customers. 
It is even well to have the letters you send out to them 
signed personally, and not rubber-stamped. You know 
how flattered yeu yourself would feel on receiving the 
ordinary form letter. They work, yes, but not for your 
type of customer. 

The subject of inactive accounts is apparently endless, 
and it is becoming increasingly important as business con- 
tinues to improve. If the members are sufficiently inter- 
ested, we could go further into it. Various credit depart- 


Register 
Early! 


(Hotel Davenport 


is the official PND. ~esesientienrernnnwenmecine 
Convention Name ------------------------ 
Hotel) ee Tee 

Fill out the card Firm 


and Mail it Now! 
* 


Going? 


Of Course 
You Are! 
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ments of stores could be contacted, to find out if they 
are doing anything effective along these lines, how they 
are going about it (if that isn’t a secret), and what their 
results have been. You yourselves, as members of credit 
departments, can contribute much valuable information. 
It is a field in which much work still remains to be done. 
We can undertake to do some of it together, so that we, 
as credit women, can demonstrate convincingly that we 
are alive to all the problems and interests of our credit 
world. 
=e 
Credit Status of WPA Workers 
(Continued from page 23.) 
on January 5, 1937, to establish a minimum rate of 
$2,000 per annum for all government employees. Since 
the number of Civil Service employees alone is about 
650,000—and those in the minor brackets, such as clerks, 
messengers, etc., are estimated to represent a large pro- 
portion of that number—the cost of the increase repre- 
sented by that bill, added to an already heavy budget, 
can readily be estimated. 
~Der 

Silver Anniversary—National Retail Credit Associa- 
tion—Spokane, Wash., June 15-18, 1937. Plan now to 
attend. 








“Gold” Emblem Stickers 


For Your Letters and Statements 


Printed in royal blue on special 
“gold” gummed paper. Actual size 
is shown by dotted lines. Price, 
$2.00 per thousand, postpaid. 

NATIONAL RETAIL 

CREDIT ASSOCIATION 


1218 Olive St. 





National Retail 
Credit 
Association 
St. Louis, Mo. ‘----------------- 








What group conference will attend 
8 GR ee en A.M./P.M. depart 


Registration Fee for Delegates—including Banquet and Entertainment, $10.00. For Wives of Dele- 


Registration Card 


NATIONAL RETAIL CREDIT ASSOCIATION and 
NATIONAL CONSUMER CREDIT REPORTING CORPORATION 


Silver Anniversary Convention, June 15, 16, 17, 18, 1937 


Observing the Silver Anniversary at Spokane, Washington 


gates, $5.00. 


(Fill out and mail to Sam Haddock, care Spokane and Eastern Bank, Spokane, Washington) 
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“Impress Upon Their Minds 
The Importance of Good Credit” 


That’s Just What This Little Booklet Does! 


+ + 


“How to Use Your Credit to Best Advantage” 


This is the title of a little 12-page booklet prepared by 
the National Office to promote better customer under- 
standing of the use and, likewise, the abuse of credit 
privileges. . Dignified, courteous, understandable—it tells 
customers, in an understandable and impersonal way, 
the things you would like to tell them about credit but 
dare not for fear of giving offense. 

Members, the country over, are using it. Hardly a 
day passes but that we get letters telling us of its effec- 
tiveness. The letter at the right is from a credit execu- 
tive who has used over 30,000 copies—who orders them 
in 10,000 lots, and uses them on new customers and inac- 
tive accounts, as well as “slow pays.” 

What is more, he has a special message of his own im- 
printed on the back cover! 

Local associations can use it—with a proper local mes- 
sage imprinted on the back cover—to build a community 
understanding of credit and its proper use. 

The prices are 3c each in lots of 100—21c each in 
lots of 1,000—plus parcel post or express charges. Local 
associations are invited to write for prices in large quan- 
tities and for local imprints on the back cover. (Size, 
A” x 644,”.) 

Address all orders and inquiries to: National Retail 
Credit Association, 1218 Olive St., St. Louis, Mo. 

P.S. A few sample pages are shown below. 





GOOD CITIZEN must heve 
/ \ Good Credit. Credit to most 
of us means the ecquiring of something 


The Monthly Cherge Account pro- 
vides the privilege of cherging our 
purchgses on one month’s bill and pay- 
ing for them between the first and 
) tenth of the following month. Bills ere 
due for settlement on the first but ten 
days ere allowed as 4 courtesy and 
convenience. The tenth of the month is 
therefore the “dead-line™ or National 
pay day for retail merchants, profes- 
sional men and all others who heve 
shown feith in us. 

The Time Payment or 
Instollment or Deferred 
Payment Account alo 
has ¢ set pay day. itis 
cither weekly on aspec- 
ihed dey, or monthly 
semi-monthly, quarterly 


of value without having to pay for it 
immediately, but it has ¢ more important 
aspect. it functions todey 4s an eco 
nomic stimulus to better living and we | 
should safequerd it and conserve it 4s 
we do our heeith 


Nearlysixtypercent of the total reta: 
business transacted annually is done on 


some form of credit. In its modern 
usage, Retail Credit is divided into 
two kinds. i. ¢., the Monthly Charge 
Account and the Time Payment or 
Installment Account. Both have their | 
place in our economic welfare and | 
both are well defined in their use 














~~ 
( é Jacksonville, Fla ae coma 
January 16, {937 


ur. L. 8. Crowder 

General Manager-Treasurer 

National Retail Credit Associatien 
1218 Olive Street 

St. Louis, Mo. 

Dear Mr. Crowder: 


We are extensive users of the dooklet, "Hor to Use 
Your Credit to Your Best Advantage," which we obtain 
from the National Association and we consider it 
very useful. 


We use thie booklet in the following sanner: 


When new customers open charge accounts with 
ue we write them a letter thanking them for 
their business. In thie letter we explain to 
them the exact terms of their inte. We 
aleo call their attention to little book- 
let which we are enclosing “How to Use Your 
Credit to Your Best Advantage*"— and ask thes 
to Kindly read it. 


We cannot help but feel that when customers read this 
Dooklet it will imprese upon their winds the ispor~ 
tance of good credit and also the importance of paying 
their accounte according to agreement. 


I have had many complimente from our customers on this 
little booklet. We also use this booklet on any re- 
opened account (that has been inactive for three 
months) by mailing the customer a copy of it with a 
letter thanking hia for the privilege of making another 
charge to his account. 


Youre very truly, 


", F. ESSER, 
CREDIT SALES MANAGER. 
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Bossible on some form of deterred pay- 

ment. Groceries, clothing, house fur- 
| nishings, fuel, light, water and gas are 
| all given to us on our promise to pay. 
i The many things that go to make our 
| lives liveble are ours by virtue of this 
) right gained through e good“repute- 
| tion. The Dentist and the Physicien 
| render their services on credit. Gilts 
and remembrances to our femily. end 
friends ere so acquired. The automo- 
bile, radio, electric refrigerator, and 
many other accessories 
necessary to satisly our 
modern desires and 


maintain prestige amongst 




















our friends are aveileble 
Everything in a home can be 
on credit —the house itself, the heating ! on credit. And to 
bathroom fittings, furniture, | of us comes the hour of 
even repairs and alterations. i . 
Credit has comtvibwted agreatdealto | 
theinc fortofmodernliving. § 
} 
} Husbends and wives J ai 
CRI Een — shovid co-operete (yl 
with each oF i 
' 
’ 
| 
' 
| 
Pe ET IT, 
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“I Value The Blue Book of Credit 
and Collection Letters Very Much!” 


—GEORGE W. VON ARX 


® HIS book, prepared especially for the members of 
this Association, contains tested, proved collection 
letters; letters to revive inactive accounts and letters 
to bring in new accounts; “skeleton” letter ideas that 
you can adapt to your own letters. 


Letters for every credit and collection department need 
—33 of them—any one of them worth more than the spe- 
cial price we have made on this book. 


“Good horse sense in every line of it,” wrote one mem- 
ber. “Wonderful letters”; wrote another, “and worth 
plenty to retailers who will use them.” Hundreds of 
letters complimenting the book have been received. 
Read the typical letter at the left. 





A glance at the subtitles will give you an idea of its 
contents: 
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Make Your Letters More Effective—With the 








Read this Letter from one 
of the 7,000 Users: 

Nat'l Retail Credit Assn 

Executive Offices, 

Saint Louis, Mo. 

Dear Sirs: 

I have before me a copy of “The 
Blue Book of Credit and Collection 
Letters,” by Daniel J. Hannefin, which 
I value very much. 

If there have been any later issues 
or additions to this book, I would 
greatly appreciate having them. 

Very truly yours, 
Georce W. Von Arx, 
Credit Manager, 
Pomeroys, Incorporated, 
Wilkes-Barre, Pa. 


December 7, 1936. 
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“You” Viewpoint 


The Secret of Prompt Collections—Uniform 
Credit Procedure 


Starting New Accounts Off Right (With a 
series of letters for use on new accounts) 


Educating Old Customers to Pay Promptly 
(With a series of letters for use on old ac- 
counts) 


Installment or Budget Account Letters 
Special Letters for Special Problems 


Letters to Revive Inactive Accounts (With re- 
ports of actual results) 


Letters That Build New Charge Account Busi- 
ness (Actual letters shown) 


SPECIAL PRICE $1.00 POSTPAID 


(To members only; to nonmembers, 


$1.50 postpaid) 


National Retail Credit Association 


1218 Olive Street 


Over 7000 copies now in use by National Members! 
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CUT hedge against cesuieg preces 


If prices rise (as they seem to be doing) 
this much is certain: you cannot afford 
to have a considerable portion of your 
capital tied up in slow receivables. You 
will probably wish to maintain a liquid 
position, with ample cash for spot pur- 
chases of merchandise priced for 
quick turnover. 

No matter how you feel about the 


chances of either a gradual or sudden 
increase in prices, you can’ prepare to 


meet them, increase your profits and 
decrease the work of your Credit Depart- 
ment—by one simple operation. An 
arrangement with your local Morris 
Plan for financing slow but good 
accounts will give your store cash at 
once, in full—to use in buying new mer- 
chandise—and relieve you of consider- 
able time and effort now spent on col- 
lection details. See your nearest Morris 
Plan banking institution. 


MORRIS PLAN BANKERS ASSOCIATION 


800 East Matn STREET 


This series of advertisements 1 POnSO 


RicuMoOnpD, VIRGINIA 

















